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Outstanding Decorative Display — Look to Schack’s. 


*See your Schack Representative or Write us 
Direct for "Valentine Wishes'' Photo Brochure. 
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An exciting colorful theme... 
for your spring and summer display 1960 
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It’s alive... 


This new promotion 
with elegant display 
properties for both win- 
dows and interior... 
at costs ever so low! See 
all this at our Market 
Week Show or in our 
Showroom at our plant, 
Chicago. 
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Colors that are really “Living” in the 1960 Fashions. Decor with flexibility for 
INSPIRED BY size of space or type of merchandise. Also ideas for ads and promotions designed 
RCA VICTOR to help you sell more. Cost as little as ten dollars per window . . . over 20 different 


“LIVING COLOR” TELEVISION art panels and props to choose from. 





Write on your letterhead for 








complete information about how 


this promotion can ae made | : : W a STENSGAARD AND ASSOCIATES, INC. 


available to you. 
346 N. Justine St., Chicago 7, i. 


1931-4959 Specialists in Merchandise Presentation « Demonstration + Displays + Exhibits 
\ 
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THE COVER 


A red and white color theme domi- 
nates this Valentine window at Wood- 
ward & Lothrop, Washington, D. C., 
where George K. Payne and his staff 
featured men's and boy's pajamas with 
red tops and white piping and buttons 

. Small red shiny hearts were strewn 
over the white shag rug and two large 
hearts were attached to a shiny spear 
seemingly held aloft by the two boy 
mannequins. 


* 
OUR NEXT ISSUE 


In our January issue we'll bring you oa 
complete report on activities at Spring 
Market Week, Dec. 6-10, in New York 
City . . . Gimbels new store at Milwau- 
kee will be toured inside and out... 
Display coverage of San Francisco will 
commence on a regular every-other- 
month schedule alternating with Los 
Angeles . . . Many other cities through- 
out the nation will be covered in other 
features in the January issue . . . in 
the mails December 20. 


EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Managing Editor 
Paul T. Knapp, Associate Editor 
R. James Shriver, Advertising Manager 
John Mendell, Production Manager 


Eastern Office 
Homer Guck, 400 Eighth Ave., New York 
1, N. Y. Phone OXford 5-3399. 


Western Office 
Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone TRiangle 7-7556. 


* 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


* 
Member 


National 
Association of 
Display Industries 


AbD 


Associated 
Bureau of Business 
Circulation Publications, Inc. 


7 
Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 



























SAY iT WITH FLOWERS ... because Mary Brosnan’s 1960 mannequins look their prettiest 


in the new petal tints coming into fashion for Spring and Summer. Early birds will catch the sneak preview of SAY IT WITH FLOWERS, Our big 
new Show, on December lst. Others will join the NADI crowd on their pilgrimage to Display Headquarters, December 5th through 9th. Like all 
Williams Shows, SAY IT WITH FLOWERS will be a liberal education in Display techniques and a faithful forecast of everything new. 


YOU WILL SEE 
THESE NEW BROSNAN 
MANNEQUIN GROUPS: 


YOUNG LOVERS 
Teen-age hand-holders 


PENTHOUSE PEOPLE 
High-fashion city types 
in dramatic action 


ACCENT ON SHOES 
The full figure concentrates 
interest on an accessory 


THE PLAYPEN SET 
Infants at the crawl stage 


OUTDOOR DARLINGS 
The country crowd 
leads a fashionable life 


And an interesting group 
of ladies, juniors, and children 
from our amazing collection 
of new Williams 
Durabelle Plastic mannequins 





498 Seventh Avenue 
New York 18 


Mary Brosnan Mannequins 
Durabelle Mannequins 


Rendss our vith MAHARAM 


DISPLAY CENTER OF AMERICA 
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SEE THE ecoe Cup... DISPLAY FABRICS 
> eeee IN DISPLAY PAPERS 


NEWEST ecee IN DISPLAY ACCESSORIES, NOVELTIES AND IMPORTS 


atthe NLA.D.L. SPRING MARKET WEEK 


New York Trade Show Building 500 8th Ave., New York City 
Rooms 307, 349 DEC.6 — DEC.10 





maharam FABRIC CORPORATION 


NEW YORK: 130 WEST 46th STREET 
CHICAGO: 412-20 No. Orleans St. 
LOS ANGELES: 1113 SO. LOS ANGELES STREET 
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One Stop e e e for your sign needs 
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SIGN MACHINES... The Line-O-Scribe comes 
in 4 sizes and 8 models, using standard metal and 
wood type, prints any cuts or half tones. 


CARDBOARD .... All colors, 6-ply coated 2 sides 
and 14-ply finished one side. Best quality, sheared 
to all wanted sizes . . . Scroll paper, too, in 5 colors. 


INKS .. . Fast-Dri inks that come in every color, 
special shades mixed to match any sample. Dry in 
5 to 10 minutes. Do not set on type or rollers if 
left on, can be easily cleaned anytime. 


CLEANERS ... Type and Roller Cleaner for use 
with Fast-Dri or similar inks. Leave rollers in 
clean, dry condition for next use. Hand Cleaners 


that remove any ink and keep skin soft. 


TOPPERS and IMPRINTED BLANKS .. . for 
sales and special events, speed up signing for sales 
and give your merchandise the extra-value appeal. 


CUTS and DESIGNS ... Attract attention, sell 


extra merchandise for special promotions, 
Mother’s Day, Dollar Days, Christmas, etc. 


TYPE... All the standard styles and sizes plus... 
exclusive studio lettering, Beaufonte, Bellaire, Bon- 
Air, Beaux-Art and Fashionaire type in display sizes. 


1959 





SIGN MACHINES 
and supplies 
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SIGN EASEL and SCROLL HOLDERS... in all 
brass, come in a range of sizes to handle all the 
sizes normally used. 


CARD HOLDERS 


finishes with flat or round bases in the full range 


Conventional chrome 


of sizes. 


REQUISITION FORMS... that show your people 
how to write good sign copy, controlled by layout 
and lineage, design based on research and copy- 
righted. 


SALES and SERVICE .. . Our national sales 
organization is qualified and ready to help you 
with an aggressive sales promotion program in 
your store, and our company wants to serve you 
faster and better. 


Write for New Catalog M60 on 
Line-O-Scribe machines 
and supplies. 





See 
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4510 N. RAVENSWOOD AVE. 


CHICAGO 40 








VISIT 
The Largest Display Showrooms 
In This Country 


Market Week's most spectacular variety of individually created displays . . . in the 
largest display showrooms in the country. We have the widest variety of distinctive 
creations in wood, papier mache and plaster available . . . creations which 


inspire prize winning displays. You are cordially invited to inspect this exhibit. 


VISIT US 


VICTOR HAIDA DISPLAYS, INC. 


149 West 24th Street, New York 11, N. Y. e CHelsea 3-3540 
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Breathe the very air 


of Spring in Paris 
at Allied on 23rd Street 


= wee 


ALLIED DISPLAY MATERIALS INC., 241 WEST 23rd STREET, NEW YORK 11 























12. Une affaire d amout, 

adored by all the world ... gay, 
colorful, Mowerful... La Balle 
Springtime all Entrez our show - 
700MS4... Voila... the same magi 


prevails .. .c Est magnifi ue! acest Pares! 


Ls carpet wouge is rolled out. baie 
Ls hospitalité weigns supreme ee 


* Paris in the Spring at 


DECORATIVE 
PLANT CORP. 


136 West 24th Street, New York, N.Y. 


Commence with NADI market week Dec. 6th to 10th 


DISPLAY WORLD 















SPRING 


Presentation 


of beautiful manikins caged 
for your viewing and shown 
in their most exotic plumage 


at our showroom 


Beginning: Early December 


THE GRENEKER 
CORPORATION 


VISUAL MERCHANDISE 
DISPLAYS, INC. 


991 Sixth Ave., New York 18, N. Y. 
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MARKET WEEK — Dec. 6-10 
400 EIGHTH AVE., N.Y.C. 


Youre Invited... 


To use our Master Index of Display Sources — the most 
complete collection of illustrated catalogs in existence; 
— comprehensive in every branch of the display and related 
c we oo industries. 


To use our large library and conference room for staff 
PAT HIGGINS 


Our Popular and sales meetings, without charge to NADI and DCA 
Receptionist members. 


(Mr. Bunny Promotional 


Costume Roastons To see the Sales Promotion Institute exhibits which present 
ertrude Corne 
the latest in point-of-purchase, premiums, executive gifts, 
advertising specialties, packaging and sales aids. 


THE Diplo. C mentee 


400 EIGHTH AVE., (at 30th Street), NEW YORK I, NEW YORK 


DISPLAY WORLD 
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SPRING DISPLAYS 


AND 


DISPLAY MATERIALS 


Open 9 A.M. to 7 P.M. 
DURING 


2 Complete Floors of SPRING DISPLAYS 
MARKET WEEK OPEN ALL YEAR-ROUND 
DECEMBER 6-10 


























400 Eighth Ave., (at 30th St.) New York 


Two full floors of showrooms and exhibits offer every display buyer a 
cmprehensive preview of the Spring and Summer offerings. Every one 
of THE DISPLAY CENTER's 49 exhibitors has new ideas, new materials, 
new displays for you. See them first at The DISPLAY CENTER, but 


remember you can see them here all year-'round on permanent display. 




















Advertising Workshop, Inc. Mileo Mannequins 
Aphrodite Displays, Inc. Mitten Display Letters 

Zz. Artificial Plant Co. Modern Traders 

: Austen Display Co., Inc. National Razor Corp. 
Jean Ballin Designs New World Mfg. Corp. 
Harry Berkoff Noel Mfg. Co., Inc. 
Bulkley, Dunton & Co., Inc. Nita Opitz 

: Butler Paper N. Y. Corp. Pan-American Art School 
Gertrude Cornell Costumes Penn Machinery Co. 
Decorative Displays Louis Raffealli 
Decorative Novelty Co., Inc. Regal Flower & Display Co. 
Display Workshop, Inc. Reynolds Printasign Co. 
Display Supply Co., Inc. Roberts Colonial House, Inc. EVERY DAY 
Elect Mfg. Co., Inc. Salescaster Displays Corp. DURING 
Flair Plastic Mannequins Co. Sales Promotion Institute + 
Grace Letter Co., Inc. Select Flower & Display Co. MARKE 
Homer Guck (Display World) Sidney Newhoff Associates WEEK 
E. L. Henry, Inc. Union Novelty Co., Inc. 
Jay-Mark Corp. United States Display Corp. s 
Kaytee Imports, Inc. Velcro Sales Corp. 
Kenbury Glass Works, Inc. Vue-More Corp. 
Lustra-Cite Industries, Inc. Frederic Weinberg Company Refreshments 
Madisonia Manikins, Inc. Wing Master Company 
Metal Display Novelties Yankee Plastics, Inc. 


Zaria Displays 
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SALUTE TO OUR DISTRIBUTORS 


c/ 
¢€ 
ated CY 


o : 


a 


We want to thank our over 200 Dis- 
tributors including the leading Manne- 
quin Manufacturers, Display Jobbers 
and Mannequin Refinishers. 


Your appreciation of our efforts during 
the past 30 years has been an impor- 
tant factor in our constant growth. 








This support, and the fact that we are 
Wig Experts exclusively, is why we 
have always been able to provide you 


with the latest wig styles for your 
mannequins. 

We will continue our policy to work 
only through experienced Mannequin 
Houses who maintain adequate stock 


and can fit our patented wigs on the 
spot for complete satisfaction. 








aitiintaate Contact your local 
Display House for a demonstra- 

ee tion of the latest Corsillo Man- 
nequin Wigs. 





Onrigissctor of the Monneguin W Contact our Representative at the 


United States Patent No. 2,661,749 N. A. D.!. Market Week — 
1343 NORTH LA BREA, HOLLYWOOD, CALIF. Room 405-6, New York Trade Show Bldg. 
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Tres Chic! 
Tres Magnifique! 


Trés Extra-ordinaire! 


Be sure to see 
ASTRALS a la Parisiénne APS 
at the New York Trade Show Building 
during Market Week, December 6-10 
in New York City! 


Designed especially for YOU J these new 
ASTRALS will do wonders for your 


store as you plan your Spring displays 


— YT om 
Entrez our show space, No. 214, Second 


Floor...the magic of NEW ASTRALS 


will Inspire your thinking... spark your 
Spring planning ...zZ00om your Spring 


selling! Le carpet rouge will be rolled out 
 F hospitalité will reign supreme... 


You will indeed be Trés Welcome! 


oin us in this inspirational SPRING IN PARIS 
} 


P Market Week Show ae and let your visit to 
/ 
ASTRALS A LA PARISIENNE in space 
. No. 214, be a highlight of vour trip! 





beau monde mannequins 


“above the world mn refinement ¥ 


Created by BEAU MONDE DIVISION 


American Fixture Inc. Saint Louis, Missouri 


y & t shation 


lo our 


‘Garden of .—— » 


and into a wasted of 
leleghtful floral 


fantasies, exotic new 





imports ousk designs lo 
See you through 
Spring into , < 


a ; t 
- : t YY ,  — éx Wertheim 


MEGS 1200 Lovadoay, How Yok 1, NY. gS 


. | ate PQ Open 9 a.m. lo 6 p-m. throughout ho # a La 
' | ‘ including Saturday and Sunday, > 
ow 5 and 6 


fieeneine Suntec lo and from 
aode Ses Bldg. 


Refreshments 


DISPLAY 
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uncage your imagination 


The art of effective display 

is yours a la mode 

with ARTS AND FLOWERS custom creations. 
Fantasy as you please... 

ARTS AND FLOWERS caters to your creativity 
individually ... with everything 

from the simplest Spring blossoms 


to extravagant Cruise and Travel scenics. 


* Registered U. S. Patent Office 


* ARTS AND FLOWERS DISPLAYS, INC. 
43 West 56th Street, New York 19, New York 
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428 
N. Y. TRADE SHOW BUILDING 
Week of December 4-8 
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GREATEST BOOK ON DISPLAY 


Ever Published, Say Country's Leading Display Authorities 
NOW IN ITS THIRD EDITION 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 
Contains Everything 


ABOUT DISPLAY 


— You Must Have A Copy 


... to make your displays sell more goods faster 
...it’s the kind of book you have been waiting for 
...it's a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 

help toward steady improvement and perfection in his work. 

Endorsed by the country S For the experienced and professional displayman it is rich in 

foremost display directors. display ideas and an invaluable reference work —in fact, a 

display library in itself. Retailers, both large and small, will 

find it a positive guide to good selling displays. The author 

S$ draws freely on his wide experience to explain each facet of 

PRICE POSTP AID retail display and shows by photographs and sketches the 

practical application of display techniques for modern displays 

. : , that sell. Display problems and their solutions are explained in 

Immediate Delivery! detail. It gives display a scientific background to make the 

PARTIAL LIST OF CONTENTS medium of display more powerful and effective. Study the 

Sintechiees Gon Meanie Netet Basic Id partial list of contents and you will realize that this is a book 

se os ae So ee you MUST have. Its value to you cannot be measured by its 
Recipe for a Displayman The Display Calendar semmensie east. 

Common Errors in Display Layout of Merchandise 


Working Methods Display of 19 Different Wares 

Application of Art in Display Small Windows Order Your Copy NOW! 
Abstract Art in Display The Store Front 

Technique of Painting Interior Display 

Technique of Enlarging Expositions and Trade Fairs 
Eye-Catchers Decorations on the Store Front 
Paper Sculpture The Flower in Display 

Display Materials Color 

Papier Mache Paints, Binders and Thinners 
Balance and Symmetry in Display Lettering and Display Signs 

Line and Form in Display Lighting 

Principles of Contrast Animation in Display 

How to Master the Space Problem Figure Draping 

Preparatory Work Display Fixtures 

The Window Plan Economy and Good Housekeeping 
Birth of a Show Window The Workshop 

Displav on a Small Budget Windows of the World ZONE 


SRAM + BERNARD? 
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i DISPLAY WORLD, Cincinnati 1, Ohio 

'o Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 

[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 


RE 
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Delightful Calart spring display features Southern Magnolia and False Spiarea 


Boost your Spring sales volume with distinctive, 
fast-selling CALART creations 


Specially designed Calart new-process flowers, 
plastic fruit, fern, and foliage complement your 
artistic talents while adding greater loveliness to 
your spring displays. 

Order NOW for prompt delivery before the 
seasonal rush. Your nearest CALART representa- 


tive will gladly assist you in choosing basic display 
stock. Ask him for a free full-color catalog, too! 


California Artificial Flower Company 


400 RESERVOIR AVE. PROVIDENCE, RHODE ISLAND 


DECEMBER, 1959 


CALART REPRESENTATIVES: 


*W.L. ASH 
16142 Burgess 
Detroit, Mich. 
*WALTER FRITCHIE 
44 School Street 
Boston, Mass. 


*PAUL HILDEBRAND 
338 Merchandise Bldg. 
Dallas, Texas 
R. T. PICKERING 
Cinderella Road 
Lookout Mt., Tenn. 
HERMAN ZANDERS 
4532 West 65th St. 
Kansas City, Mo. 


LEWIS FOX 

22160 Curtis 

Detroit, Mich. 
*HENRY MILLER 
1507 Merchandise Mart 
Chicago. Hl. 

JOHN TATMAN 

1529 Carol Court 
Northbrook, Ill. 
*C. A. DIXON 

Tower Merchandise Mart 
Denver, Colo. 
*JACK MICHELSON 
7202 Croydon Rd. 
Baltimore, Md. 


JOHN MacCALLUM 
50 Sais Avenue 
San Anselmo, Calif. 

*J]. GORDON O'BRIAN 
504-5 Merchandise Bldg. 
Minneapolis, Minn. 

*WILLIAM WESTALL 
216 Terminal Sales Bldg. 
Seattle, Wash 

*ERIC BATAILLE 
Rm. 509-511 
225 Fifth Avenue 
New York. N. ¥ 


*Denotes Showroom 
Facilities 
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DANVILLE, ILLINOIS 

















nae 
7 oa: 
tx coy > 
Precdserng SAS é 
Mow “4 a Ss ‘ 


ek. ey 


" =e 
“see oy e.Weers are 
5 Sprain oe Sie 


. — “ssi oat 
Faia 2s 


we Ere 


i, Pigs sii ae 


nye ted 











LOS ING 


PANTS SALES? 


GET 


Sel-0-r1ak 
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Sel-O-Rak increased slack sales for 
Bond’s, Howard's, Jordan Marsh, 
Broadstreet’s, National Shirt, Sak’s, 
Wallach’s, Schwobilt and thousands 
of other top stores. 

Sel-O-Rak can do the same for you! 
Our 30 day Free Trial offer 


will prove it! 
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SEL-O-RAK CORP. + 3582 N.W. 52nd STREET* MIAMI, FLA. * SEE YOUR JOBBER OR WRITE DIRECT 
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What is the role of the displayman in today's store? In tomorrow's 
store? Should his scope of influence and responsibility be limited only 
to the design and installation of displays in the windows and interior 
of his store? 


There are many opportunities for a capable and aggressive 
displayman to expand his value to his employer through the enlarged use 
of his exclusive talents, experience and familiarity with display and 
decorative materials. 


Recently there has been an increasing number of display directors 
who have stepped out of their windows to take charge of Trim-a-Tree 
departments as buyers and managers. This is a logical step, considering 
the increased emphasis upon home Christmas decorations, in turn 
demanding more emphasis by the retailer. Who else in retailing is as 
familiar with Christmas decoratives as the display director who devotes 
such a large portion of his efforts to securing holiday decoratives for 
his display program. 


In many stores where this respensibility has been placed on the 
display director, sales of Christmas decorations have doubled and 
tripled in successive years. In no case that we know of has there been 
a decrease in sales. Profits are high, too, because of the economical 
purchasing habits developed by the displaymen, accustomed to stretching 
every cent of the limited display budgets. 


Besides benefiting the store, the displayman in this capacity has 
an opportunity to broaden his knowledge of the entire merchandising 
procedure through assuming the buyer's and department manager's 
functions. In turn, other members of the merchandising team become 
aware of the display director as a member of the sales team -- especially 
when sales soar in his Trim-a-Tree department. 


How many display directors have been placed in charge of Trim-a- 
Tree departments? Not many at the present time, but the trend is 
increasing. It would be interesting to find out. Drop us a line and 
let us know. 


With more and more stores utilizing television advertising it 
seems again only logical for the display department to be given the 
responsibility for preparing backgrounds, props, signs, etc., to make 
these visual presentations more effective and attractive. Although 
television stations have union stage designers with exclusive 
jurisdiction over what settings can be used in front of TV cameras, 
there is no reason why the store's own display staff and materials 
should not be utilized to the fullest extent to assure the correct 
merchandising approach. Of course, there may be union opposition to 
this outside help, but this could certainly be ironed out to everyone's 
satisfaction. 


On the subject of television, it might be appropriate to mention a 
recent comment by~FPederal Trade Commission Chairman Earl Kintner before 
the National Association of Broadcasters (Please turn to page 74) 











ONLY PRINTASIGN makes your department completely versatile. 
Prints everything from price tickets to a 22” x 28” full sheet— 
on one machine—automatically. ASK US TO PROVE IT! 


S 600% FASTER Printasign produces up to six signs in the time you 
N S now take for one. Keeps Buyers happy—banishes “deadline 


jitters” forever. ASK US TO PROVE IT! 


WH : LF IT’S CLEANEST No messy fingers ... no type to handle, set and 


unset .. . it’s automatic. ASK US TO PROVE IT! 






Y0 l} IT’S SIMPLE We can train stock girl, part time clerk—anybody— 
to be an expert “signer” quickly, because it’s automatic. ASK 

W US TO PROVE IT! 
A IT PAYS FOR ITSELF Reduces department costs per sign... yet 






makes better signs that increase sales. ASK US TO PROVE IT! 




















ECONOMICAL You can either rent or buy the new Automatic 
PRINTASIGN ... with guaranteed maintenance. 





New Automiatic 














Printasign 


the ONLY truly automatic Sign Machine 
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See it at 
DISPLAY 
CENTER 


400 Eighth Ave. 
N.Y.C. 







Limousine 






Service 
Available 









Reynolds Printasign Company 
9830 San Fernando Road 
Pacoima, California. 










MAIL THIS COUPON TODAY 
No obligation, of course. 
Rush to... 








YES, 1 want you to prove what Printasign can do for our sign 
production! 


Name 





OVERSEAS INQUIRIES: 


EUROPE: N. V. Lettergieterij, Amsterdam Bilderdikstraat 163, 
Amsterdam — West, Holland. 


AUSTRALIA: Permex Pty. Ltd., 188 Peel Street, 
North Melbourne N. 1. Victoria, Australia 


Store Name 





Address 





City Zone State 
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FRENCH MANNEQUINS FEATURED—Chocolate 
white orlon wigs play a prominent role in window and interior displays for 
Vroom & Dreesman's new store at Heerlen, Holland ... They were purchased 


in France .. 


\X FOULD THE European shopper ac- 
cept a department store of American 
design and incorporating American 

That question was 

put to the test in September, 1958, with the 

Holland's department 

in the coal mining city of Heerlen, 

near the border of Germany and Belgium. 

\fter more than a year of operation, the 

answer to this question is an enthusiastic 


merchandising methods? 
opening of largest 
store 


“ves! 
Vroom & Dreesman, operators of a chain 
of 50 units in Western Europe, the conti- 
including several smaller 
gambled in excess of $1,- 
interior of the new store. 


nents largest 
specialty shops 
000,000 for the 
Cost of the entire structure is not available 
since the store was constructed in conjunc- 
tion with adjoining apartment, hotel and 
office facilities. 

The 


with five 


wings: one wing 
devoted ex- 


two 
basement 


building has 
floors and 


Holland Welcomes 
American-Designed 
Department Store 


By ARTHUR RENWICK 


Customers and merchandising executives 


from all over Europe have given over- 


whelming acclaim to Holland's largest de- 


partment store with design and merchan- 


dising techniques strictly American . . . 


Even departmental signs remain in English 


brown mannequins with 


. Departmental plaques and designs were created in the store's 
own well-equipped display shop. 


clusively to the store, the other tower wing 
of 14 floors — tallest in Holland — has two 
floors for the store, balance for the other 
facilities. It is built on a sloping site with 
a first floor entrance on the lower level on 
one side and another entrance on the second 
Hoor on the higher level. Display windows 
totaling 400 lineal feet are on both levels. 


Interior display on the men’s and women’s 
clothing floors is handled with informal ar- 
rangements of mannequins on the selling 
loors, usually without platforms or props. 
In most ot the other departments, self-selec- 
tion fixtures are in abundance. Some de- 
partments, such as corsets, cosmetics, shoes, 
have wall shadow boxes for special displays. 


The big innovation for the Dutch in this 
was the strong signing; every de- 
partment has an identification sign that is 
an integral part of its design and decoration. 
These signs, like the colors used in the store, 
have a definite continuity, but each one in- 


store 


MERCHANDISING SHOWPLACE OF 
WESTERN EUROPE—Vroom & Drees- 
man's striking department store in 
Heerlen, Holland, is Europe's first 
aluminum skin structure . . . Wing in 
foreground and first two floors of 
tower section house the department 
store with its 120,000 square feet of 
floor area . . . Balance of tower, 
Holland's tallest building, contains 
apartment, hotel and office facilities 
. . « Richly contrasting with the alumi- 
num on the exterior walls are the 
horizontal bands of red glass on the 
store building and blue glass on the 


tower. 


. . . Supermarket and escalators among 
main attractions, as well as abundance 
of window and interior displays 


cludes some graphic symbol for the merchan- 
dise that sets it apart from the others. 

Many of the decorative elements and most 
of the signs were built in the competent and 
versatile display department under the di- 
rection of Mijnheer Rietra. Mannequins 
with chocolate brown skin and white orlon 
wigs (see photo), came from France. Plastic 
price tag holders and pre-formed plastic 
display letters were imported from the U.S. 

Plans for a large, outstanding unit to be 
constructed in Heerlen went forward slowly 
following World War II, when H. C. M. 
Merkx, manager, made his first trip to the 
United States to study American department 
stores and merchandising methods. 

In 1956, Mr. Merkx made another extended 
visit to the United States, this time to con- 
tinue his study of American stores and to 
select the firm to do the merchandising lay- 
out and interior design. After inspecting 
store facilities and talking with retailers in 
many sections of the country, Mr. Merkx 
went to Los Angeles and the offices of Burke, 
Kober and Nicolais, whose work in retail 
store design had repeatedly impressed him 
on his trip. Preliminary arrangements were 
concluded and the “American Department 
Store” for Heerlen began its evolution on 
the drawing boards in Los Angeles. 

In May, 1957, Edgar Kober went to Heer- 
len with plans his firm had prepared. They 
were as American as the supermarket which 
was to form an integral part of the store, lo- 
cated on the first floor. Every detail from 
merchandising layout to the design of fitting 
benches in the shoe department and the de- 
partmental identification murals had been 
considered from the standpoints of operating 
efficiency, shopping convenience and _ the 
creation of an atmosphere which would be 
acceptable by the shoppers of the Heerlen 
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marketing area, which includes parts ot Hol- 
land, Belgium and Germany. These plans 
called for almost complete sell-selection mer- 
chandising, never before seen in Holland; a 
supermarket complete with check-out stands, 
all types of food under one roof... the only 
American supermarket in Europe outside of 
Zagreb, Yugoslavia. 

Plans called for a profusion of color tor 
the interior (184 separate colors) a far de- 
parture from the traditionally drab Euro- 
pean store interiors. The store would be 
equipped with escalators, commonplace here, 
but never seen before by the vast majority 
of shoppers who would use the facilities. 
These were the plans for a very radical de- 
parture. 

Success would have a double significance : 

(a) a profitable merchandising operation 
which was, of course, the prime considera- 
tion, and 

(b) the establishment of a beautiful, func- 
tional, and lasting bit of the American way 
in the daily lives of thousands of Europeans. 

While he worked there, the Dutch people 
took Mr. Kober to their hearts. They called 
him “stubborn as a Yank” when he resisted 
compromises and changes in his plans, but 
they respected his integrity and sincerity as 
time and again it was necessary for him to 
assert his belief that his ideas would prove 
to be best for the store and for the people. 

In a letter to the architectural firm, Mr. 
Merkx stated, ‘‘Sales during the first month 


MEN'S, WOMEN'S AND CHILDREN'S SHOES (bottom left)—Gay colors 
combine with the beauty of natural wood to provide an atmosphere of 
Deep coral walls, pale gold carpet and banquettes of 
alternate gold and coral form a rich contrast with the natural teakwood 
Burke, Kober & Nicolais, Los 
Angeles architectural firm responsible for the merchandising layout and 
interior design, missed no detail in producing a harmonious total concept. 
An example is their design of the tubular aluminum fitting benches covered 
with coral and gold vinyl and differing radically from those of typically 
European design which are massive and of heavy wood. 


informal distinction. 


display back. Spotlights are painted white. 


DO-IT-YOURSELF (bottom right)—The American influence in Vroom & 

Dreesman's Heerlen store includes the frequent use of American words 

Here, in the “handyman's 

shop’ the Dutch householder can self-select the tools and supplies needed 
for his do-it-yourself projects. 


WOMEN'S READY TO WEAR (right)—The pale gold carpeting and 

brightly colored flowered draperies contrast with natural teakwood panels 

of the illuminated display racks to set the tone of elegance with informality. 

Here, again, the American influence is felt in the "Little Lady" sign over 
the display of misses’ coats at the right. 


and phrases to identify certain departments. 
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opening were S89 per cent 


Reports from Heerlen indi- 


following the 

over last year.” 
cate the new 

from every standpoint with merchants arr.v- 
ing from all parts of Western Furope and 
England to observe and study the new opera- 
tion. 


store is a smashing success 


As might have been expected, the super- 


market caused the greatest sensation. For 
several days following the opening, ropes 


had to be extended across the entrances with 
shoppers permitted to enter only as others 
left in order to control the crowds. By a 
check with border controls, it was deter- 
mined that in one day over 3,000 kilos (ap 
proximately 6,614 pounds) of butter had been 
purchased by shoppers from Belgium and 
Germany. Following are quotes trom inter- 
views with shoppers during the first week otf 
operation: 

“Two years ago I traveled to America 
where one of my sons is working. When I 
came back I found the stores over here small 
and cheerless. It took me three days to see 
everything in this new store. Now I say 
again, “This is America! ”’ 

“[ have roamed about the whole of 
Europe and admire those who dared to exe- 
cute this new store. It is the most effective 
[ have ever seen.” 

“Say from me to all the older people that 
one becomes younger in this store. I do not 
like the escalators; I think they are too 
dangerous.” 





ESCALATORS TOO DANGEROUS—Reaction of 

several European shoppers to escalators was 

that of skepticism—but later on they developed 

into attraction for young and old . . . Cutaway 

drawing shows central location of escalators 
on all five selling floors. 
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Paris in New York 


pring Market 


Week 


December 6-10 


Behind the French motif to surround the latest *% 
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display materials and accessories will be the . ore 


natural competition for sales and savings which 


will lead to increased retail sales for stores 


sending their representatives . . . Make your 


plans now to attend this important event! 


PLURIBUS UNUM! That’s French? 
3 for what will be on everyone’s mind at 

Spring Market Week at New York City 
December 6-10. Members of the National 
Association of Display Industries will trans- 
form the New York Trade Show building 
and their own local showrooms into Parisian 
fantasies for the purpose of attracting buy- 
ers for their spring display products. 

Buyers, representing all of the 50 (count 
at press time) states and many foreign 
countries, will be weighing each purchase 
carefully so as to make their budgets go 
the farthest without sacrificing quality for 
their store’s spring display programs. Dis- 
play jobbers, outposts of the industry in 
many cities, will be on hand in their usual 
numbers making their selection from lines 
that offer profit-making opportunities. 

There will be plenty of time away from the 
bargaining table for display industry and 
profession to think about things other than 
making or spending money. It will be an 
occasion to renew friendships cultivated over 
the years, to exchange retailing gossip and 
display tips and tricks, and to take advan- 
tage of the opportunity to see the world’s 
center of display at the fabulous Christmas 
season. 
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New York City’s retailing giants will be 
out to dispel any rumors that anything less 
than spectacular will be sufficient. Macy’s, 
in particular, will have the most elaborate 
and expensive Christmas decorations ever 
undertaken by this store. 

Out-of-town displaymen will be able to see 
the Rockefeller Center Christmas display if 
they stay over until 6:15 p.m. on December 
10, the last day of Spring Market Week. 
This year, the 74-foot Norway spruce will 
be accompanied by a repeat performance of 
last year’s immensely popular “enchanted 
forest” of brass and aluminum wire sculp- 
tures of 54 animals in a woodland setting. 
More than a thousand twinkle lights will be 
used in the Christmas forest. 

New York City’s Metropolitan Museum 
and Guggenheim Museum will have exhibits 
of interest to visiting displaymen — both 
prolific sources of display ideas and decor. 

The NADI show will open at 10 a.m. Sun- 
day, December 6. On other mornings the 
show will open at 9 a.m. Closing time is 
6 p.m. every evening except the final day, 
Thursday, December 10, when the doors 
close at 1 p.m. It is presumed that NADI 
members having their own local showrooms 
will duplicate these hours. 


ti 
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As incentive for visitors to see the wares 
of every exhibitor, a drawing, similar to 
that at the last two shows, will be conducted. 
This year the top winner will receive a plane 
trip for two to Paris, courtesy of Air 
France, the world’s largest airline, and $300 
to spend during the trip, courtesy of NADI. 
Other winners will receive musical cigarette 
kiosks that play “Paris in the Spring.” 
French mademoiselles will punch the tickets 
at various locations. 

Parisian sidewalk cafes will be installed 
in several areas where coffee and cakes will 
be served. 

Additional information concerning this an- 
nual NADI-sponsored spring show can be 
found on page 64 of this issue. 


A complete list of exhibitors, as of 
November 12, follows with their room num- 
bers in the New York Trade Show building: 

EXHIBITORS’ LIST 
(as of November 12) 
Firm Name Room(s) Number 
Kurt S. Adler, Inc.... 
American Fixture, Inc... 
Amplex Corporation 


Artificial Plant Co 
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Arts & Flowers Displays, Inc. 428 


Asty Import Corp. | 414 
Atlantic Plastics Co., Inc. 326 
William L. Baer Co., Ine. 304-14 
Jean Ballin Designs 334 & 336 
Bliss Display Corp. 333 
Brunn & Bertheim 202-3 
Bulkley Dunton & Co., Inc. 204 
Capitol Display Supply Corp. 303 
Cecilia Staples, Inc. 312 
Chic Display Company 411-12 
James A. Cole Co., Inc. 446 
Columbia Display Material , 4] 
Emil Corsillo, Inc. | 405-06 
Creative Displays, Inc......... 552 
Decorative Novelty Co., Inc. | 442 
Decorative Utilities, Inc. | 422 
Display Associates, Inc. 208-09 
Doerr & Associates | _. .340-41-43 
Duplex Display & Mig. Co. — 346-47 
Economy Cover Corp. | , 302 
Elect Manufacturing Co., Inc. 26 
Ev-Ready Advertising, Inc... | 444 
Fawnfield Fountains |. | 211 
Ferro-Craft ve 430 
Frankel Associates, Inc. i 328 
Garrison-Wagner Co. | 221 
Earl W. Gasthoff Co. | 217-18 
Goldsmith & Sons i 335 
Imperial Display anes ahead id 415-17-19 
Jay Gee Studio | Seat 425 
Kalmo Textiles, Inc. | ae 
Kaytee Imports, Inc..... .. 338-42 
Gordon Keith Originals ee ae 206-07 
Stuart M. Lerner, Inc. | | ....504 
S. Liebmann Studio | ee 
Lombardo & Co., Inc. | | 409 
Maharam Fabric Corp. ee 
Met-Wood Floral Mfrs., Inc.......308 & 309 
Mileo Mannequins ............... — 
Mitten’s Display Letters............... 210 
The Morgan Sign Machine Co...........325 
Bewetie-E.mte Comm .... 62. cc cece cece es 404 
Nesbit Industries, Inc............. .....402 
New-Style Studio ................ ... 440 
Northcraft Lighting Corp.. odie Ree 327 
Park Lane Fabrics Co., Inc.....434, 435, 437 
Plastic Fabricators , ee 
Potential Unlimited, Inc. vee 432 
Leo Prager, Inc. , Sores 438- 39-41 
Puddu & Martinelli Soll 222 
R-Tex Company | | ... 418 
Resident Display, Inc..... - 433 & 436 
Rip Studio, Inc. ... | nis ae lee 
Gustave Rubner, Inc. eer eee ... 443 
Sama Plastics | - eaves Meme 
Schliemann Borgos es. ey dae 
Bernard Schwartz & Ce. ndle-eunilahte as kee 
Sebastian Displays, Inc.... bo owdeatie meee 
Showeard Macmime Co...................d00 
Silvestri Art Mfg. Co.................215-16 
David & Michael Sloan, Inc........... 212 
Spaeth Displays, Inc..... iacanens 202-3 
Standard Cellulose & Nov elty Co., Inc... .500 
Dave Starkman Se Pee ree 219 
W. L. Stensgaard & Associates, Inc......220 
I nn ck cow bunedesvees 305-06 
0 ee ......Not yet assigned 
Thall Plastics & Metals, Inc eaves eeu 200 
mae Tees BO. oi wc oss haw ewccwns 330 
Union Novelty Company, Inc....... 344 & 345 
United Artificial Fruit Co............... 408 
United States Display Corp........... 445 
Visual Sales Co............Not yet assigned 
SP ee ee 339 
a ae oa es 431 
ie in ee le Coa a eee 424 
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—New York City's Rocke- 
feller Center Christmas dis- 
play is always a major 
holiday season sightseeing 
attraction. Theme of the 
1959 Yuletide pageant in 
the Center's beautiful 
Channel Gardens is based 
on ". . . All things bright 
and beautiful, all creatures 
great and small .. .", 
words from a hymn written 
in 1848 by C. F. Alexander. 
Brass and aluminum wire 
sculptures by Valerie Clare- 
bout, English  sculptress, 
depict forest creatures, 
with 18 deer poised among 
evergreen boughs and 36 


small animals nestled on or near wire tree branches. 








The tableau is painted white and gold and 


accented by a thousand twinkling lights reflected on shimmering spangles, creating a magnificent 


vista from Fifth Avenue to "the most beautiful tree in the world" 


on Rockefeller Plaza. The tree, 


in 1959 a gift from the State of Massachusetts, is decorated with illuminated plastic globes in red, 
white and green, 814 to 12 inches in diameter, and more than 3,000 7-watt ‘‘firefly" bulbs with gold 
plastic reflectors— 


—Some lucky visitor to Spring Market Week at New York City, December 6-10, will be 
flying to Paris next spring aboard Air France's latest luxurious Boeing 707 jet airliner . . . 


He and his companion will have $300 cash, courtesy of NADI, 





vacation in Paris— 


to spend during their 
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GLAMOUR 


eves of 


fashion 








By A. T. KALASKY 
Display Director 
Joslin's, Denver, Colo. 


_.. Essential Ingredient 
in Selling Displays 


In spite of a reduction of foot traffic to half the number in the 
past, Joslin's has met the challenge of diminishing downtown 
traffic with increased emphasis upon dramatic merchandise 
displays .. . As a result, sales volume has held its own . . . Even 
vacuum cleaners and carpet have received glamour treatment 


LAMOUR, in terms of display windows, 

means many things to me. First, it is 

an essential in these days of high com- 
petition for the consumer’s dollar. It is an 
essential in making the most of the store’s 
location traffic-wise. It means the difference 
as to whether a window display will pull a 
satisfying volume of sales or merely occupy 
space as the expected thing. 

In many years of display designing for 
major department stores, | have come to the 
conclusion that it 1s possible to glamorize 
almost any type of merchandise, no matter 
how prosaic it may be. I look at glamour in 


exactly the same way a _ smartly-groomed 
woman looks at her make-up and costume. 
If a woman devotes plenty of time and effort 
to insure that her coiffure is right, lipstick 
and cosmetics deftly applied to best advantage 
and her dress, coat, stockings and shoes all 
correctly accessorized and blended together 
harmoniously, she may be said to _ have 
glamour. The same is true of display win- 
dows — if they are completely finished, with 
every prop and accessory in the display tend- 
ing to suggest the same theme and a twist or 
innovation added to provide the novelty effect, 
the window may be said to have glamour. 

In our own case, the all-important element 
of glamour probably means more than in other 
department stores. At Joslin’s, we are faced 
with a problem of gradually diminishing traffic, 
caused by gradual relocation of the down- 
town shopping district to the east of the city. 
There are less reasons for a shopper to visit 
our location than there were before, conse- 
quently, we have had to put more and more 
into window displays to insure that shopping 
housewives will go out of their way to ex- 
amine our windows. That the glamour prin- 
ciple has worked out may be seen from the 
fact volume has not suffiered in a single de- 
partment and that we are still showing ap- 
proximately the same good results from well 
planned glamorous windows as when foot 
trafic was almost twice what it is today. 

I should make it plain that in referring to 
glamour, I am using a generic term which 
overrides such elements as action, color and 
even general theme. Any sort of display 
window, whether it has an animated center, an 
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off-beat complex, etc., can be invested with 
glamour as desired. Here are some practical 
examples of glamour as | interpret in planning 
with my buyers for Joslin Dry Goods Com- 
pany windows 

ln working up a window for the piece goods 
department, the theme was Hawalian prints. 
Instead of using the usual vertical suspension, 
we used three palm trees, two on one side of 
the window and one on the other side, for 
general atmosphere plus green shredded cork 
for a simulated grass floor. A mannequin in 
a three-piece playsuit of Hawaiian print was 
seated under the tree. I balanced the opposite 
side by stringing a heavy fishing net in sail 
fashion to the center floor, mounting dress 
pattern packets and sewing notions on the 
net. Then, several examples of Hawaiian 
prints were suspended from one corner of the 
window to the other, allowed to sag in the 
center to give a hammock-like effect between 
the two groups of trees. This lent an unusual 
atmosphere which sold more Hawaiian print 
material than any window we have ever used. 
Here, the glamour came from the combination 
of props and horizontal display, with every 
section of the window contributing to the 
theme. 

Where nationally-advertised cosmetic prod- 
ucts were used, an attempt was made to steer 
clear of the stereotype “display kits” provided 
by the manufacturer which would likely appear 
in many other competing retailers’ windows. 
For this Revlon window devoted to eye 
make-up, we used the theme “The Eyes of 
Fashion.” The centerpiece was a gigantic en- 
larged pair of eyes. An irregular opening 
was cut in a 6-foot panel covered with black 
velvet which emphatically accomplished the 
merchandising idea and theme of this display. 
Furthering the conception that eye make-up 
is available in many colors, I used two small 
artist palettes. Various items such as mascara, 
creams and other eye make-up essentials were 
grouped on these palettes, resembling dabs of 
paint as encountered by an artist. A sign in 
the foreground suggested “Color Makes The 
Fabulous Difference” and a group of maga- 
zines were opened to celor ads on eye make- 
up. Here, the startling appearance of the 
eyes combined with the slogan, told a glam- 
orous and complete selling story at a glance. 
Bulk windows of cosmetic products, on the 
other hand, would probably rate little atten- 
tion. 

In building a window designed to sell 
colored hosiery to hesitant prospects who 
usually feel, “I don’t have anything to wear 
with them,” we glamorized the notion that 
colored stockings can be worn with much of 
the clothing already in the customer’s closet. 
For this window we used a “colorama of leg 
fashions” theatrical theme, and added a touch 
of dramatic performance with theatrical com- 
edy and tragedy masks suspended at either 
side of a simulated stage. We used nine hosiery 
legs beneath a suspended star on which was a 
swatch-card. On each card were typical fab- 
rics from coats, blouses, skirts, suits, dresses, 
etc. chosen to harmonize with the color of the 
stocking exemplified on the leg below. Since 
all of the swatches represented more or less 
tradiitonal colors and fabrics which almost 
every girl owns, the idea was that merely 
buying a pair of colored stockings would not 
necessitate purchasing a new wardrobe to 
“wear with them.” Each of the swatch cards 

[Please turn to page 72] 
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Autumn 
in New York 


A NEW YORK PHILHARMONIC tie-in that scored a 


° 6 te . . . f 
resounding "Bravo!" . . . an ingenious recipe tor 


introducing a new color for shoes and accessories .. . 


violets that settled what to buy "so beautifully" . . . an 


old name continuing to make the most of its new interest 
in display . . . dressmaker-dummy sketches building a firm 
sales foundation . . . another example of the knowing 
touch of a recently appointed display director — these 
were among the lyrical approaches to autumn in New 


York employed by Manhattan's displaymen. 


Oppenheim Collins (below) 
Albert M. Bergmann 


“Mum” — as in chrysanthemum — was very much the 
word when Oppenheim Collins saluted fall fashions “in the 
opulent splendor of brocades.” \ fetching arrangement of 
mums and bleached oak leaves on a rented frame formed the 
central prop. More bleached oak leaves were scattered on the 
black felt floor, along with sequins in several colors. The 
copy, in brown script, was on a parchment paper — a refreshing 
change. New York Philharmonic programs were on the floor, 
welcoming the boys back to the stage. In addition to the 
fluorescent stripping which highlighted the blue backdrop, 
lighting was by 200- and 300-watt spots with blue and daylight 
filters. Mums in a giant flower box were used above the store’s 
main entrance until the weather got uncooperative and 
forced them back inside. 





By RAYMOND MASSEY 
Photos by Virginia Roehl Studios 


Bloomingdale's (below) 
Edward Von Castelberg 


When Bloomingdale’s set out to say “Bravo! The N. Y. Phil- 
harmonic. Brazo! Our Sutton Place Fashion Symphonics,” six 
composers had their works adapted for one of Manhattan’s best 
display sequences in months. In this window, Vivaldi’s “The 
Four Seasons” was scored for four small statues musing over, (left 
to right), spring — a rock garden with frost-covered moss and 
crocuses: summer — sunflowers and appropriate foliage; fall — 
pumpkins and corn stalks; and winter — a snow-covered tree and 
ground. The props were set off by a running musical-score floor 
and background furnished by the G. Schirmer Music Store. 


Stern's (below) 
David Dunay 

The revitalized Stern’s continues to strut its display stuff with 
an unfaltering flair that makes choosing a window for these pages 
as pleasantly frustrating as selecting a bon bon or an hors d’oeuvre. 
The tie-in here was with the premiere of 20th Century Fox’s ver- 
sion of Rona Jaffe’s written-to-order novel, “The Best of Every- 
thing’ — “The Best of Everything in career-minded fashions , 
in accessories to complement your career fashions,” ete. A_ black- 
and-white blowup of star Brian Aherne was emerging from the door 
marked “BOSS.” I.B.M. furnished the multi-colored electric type- 
writers to be sure that during their work breaks the girls had the 
best ot everything. 






















Henri Bendel (right) 


Laurence Bartscher 


This fall the coats have that fitted look — a 
style motif humorously interpreted by Laurence 
Bartscher with dressmaker dummies sketched in 
black, brown, gray and white and mounted on 
composition board. The two forms in the fore- 
ground were flush with the window; the one in 
the back lay against a white moire background 
that was broken by stretched-on black, brown 
and gray ribbons. The floor was covered with 
black broadloom, emphasizing the black of the 
coats. The caps — you guessed it — were white 
mink. Lighting: 200- and 300-watt spots with 
daylight filters. My, what the girls are willing to 


go through. 





Franklin Simon (right) 
John Liles 


This was one of tour windows in which 
“Violets, Sweet Violets” were seen “gently 
drifting downward, settling everything so 
heautifully.” Four mannequins wearing 
violet after-five outfits (nicely set off by 
a variety of wig colors) stood on a field 
ot foam plastic snow that had been sprin- 
kled with artificial violets. In the center, 
bouquets of violets gave off a soft smell — 
or sell — for Replique perfume. Thirty or 
so chains of violets, strung on invisible 
strings, cast their shadows on a dusty blue 
seamless paper background. Overhead 
lighting was by 200- and 300-watt spots 
with daylight filters. 


|. Miller (left) 
Sidney Shneer 


When Sidney Shneer added his imagina- 
tion to “I. Miller's great new recipe tor 
Black ... Add Chocolate Chip,” the result 
was a display that proved that one of the 
quickest ways to a woman's heart — and 
pocketbook — is through her recipe file. 
To introduce the new color, recipes for 
chocolate chip oatmeal cookies, chocolate 
chip fudge and Toll House cookies were 
typed on 3-by-5 file cards, blown up six 
times (to 18 by 30 inches), then mounted 
on composition board. As always, suspen 
sion was a key ingredient. The floor and 
drapes were in a pale beige crepe. Light- 
ing was by 200- and 300-watt spots with 
vellow and amber filters. To borrow from 
current jazz jargon, a real cooking display 




















Baltimore 


By MYRTLE STEWART 


Sales producing displays help overcome 
attraction of nearby retailing centers 
linked by modern highway . . . Stores 
show civic awareness through display 
coordination . . . Trick mirror highlights 
Mother's Day display . . . Tilted discs 
show shoes to best advantage 


OCATED as it is within shopping distance 
of formidable display conscious retailing 
centers of Philadelphia on the north and 

Washington, D. C., on the south, Baltimore 
has found it imperative that its stores exert 
display magnetism capable of overcoming out- 
side sales persuasion. 

In spite of improved modern highways be- 
tween these cities, Baltimore is holding its 
own, for the obvious reasons of a progressive 
sales promotion program by major retailers 
who see the value and influence of attractive 
atiention-getting sales-provoking displays. 

In the heart of Baltimore’s shopping district, 
the Baltimore Gas and Electric Company 
gives the beauteous department store windows 
a run for their budgets. This company’s dis- 
play supervisor, J. F. Panetti, realizes that if 
a window showing hard merchandise is to 
stop a hurrying glancer, it must ring a bell 
in the glancer’s consciousness and cause her 
to stop and look. Mr. Panetti has chosen 
artistry to attain this result rather than 
bizarre and jarring exhibitions. Specifically, 
he goes right to the heart of women with a 
fine stroke of strategy. He softens the mas- 
culine look of the hard merchandise with 
graceful, feminine characterizations calculated 
to entice women to covet the hard ware. 

In the photograph featuring gas ranges there 
is a surprising suggestion of a cathedral. In 
the right of the window, a commanding con- 
trivance subtly reminds of a pipe-organ, the 
pipes being the tubular-looking and contrast- 
ing stripes of a deep vertical canopy. The 
stops are the frontal knobs of the gas range 
displayed, and the keys are the grillwork in 
the back of the stove. Balancing this con- 
struction there is in the left of the window 
a nostalgic scene — a dining nook with a 
table set for a meal including a simulated 
roast fowl on the platter. The table is round 
and is covered with a superlatively feminine 
round table cloth which hangs in graceful 
full folds to the green carpeted floor and is 
heavily edged with lace and tassels. 

A circular pink and white scalloped canopy 
broods over this arrangement almost rever- 
ently, confining the light thrown upon the 
table by three lamps, each of a different and 
modernistic shape, and each at a different 
level. Two lines of bricks, placed at right 
angles in the front frame of the window’s 
floor, add a further homelike touch 

On the agenda every year for James F. 
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Burnside, display director at Hochschild, Kohn 
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& Company, are many displays noting the 
things that concern the people of Baltimore 

girl scouts, boy scouts, camp fire girls, re- 
cruitment for the city’s police department, 
united appeal, flag day, armed forces, and 
everything in between, so long as the promo- 
tion is recommended by the Retail Merchants 
\ssociation. 

Display at Hochschild’s is aimed at middle 
and higher income groups. The merchandise 
displayed is usually a trifle in advance of cur- 
rent fashion, and is usually approved first by 
the merchandise manager concerned, the pub- 
licity director and the display department, ex- 
cept that the personnel work interchangeably 
when occasion requires. 

A real trafhic-stopper arranged by Mr. Burn- 
side in three Mother’s Day windows was con- 
trived with the use of transparent mirrors. In 
each window there was a 5- by 7/-foot mirror 
affixed at the front of a giant shadow-box 
framed by a beautiful pink scroll washed with 
white and gold. For ten seconds out of every 
minute the window lights went out and the 
same mechanism turned on lights behind the 
mirror causing the mirror at that moment to 
become transparent, revealing an attractively 
furnished room inside the shadow-box where 
a young mother (mannequin) was seated in a 
big chair receiving gifts from the children. 

The ethereal effect of this ingenious device 
was breath-taking. While the window lights 
were on... and the shadow-box was again 
a regular mirror . .. the color scheme was 
most gratifying. The shadow-box itself and 
the window’s background were pale blue to 
match the blue of the over-sized, three-di- 
mensional letters saying “Mother’s Day” on 
the broad sweep of a pink curved horizontal 
banner notched at the end. The platforms 
were also pink, displaying lovely toiletries and 
filmy lingerie as gift suggestions. 

Stewart & Co. has frequently used an effec- 
tive device for creating a three-dimensional 
illusion, as shown in this carpet-promotion 
display. In the front of the window John H. 
Tumminello, display director, hung an expanse 
of carpet, as wide as the window, from the 
ceiling and extended it onto the floor to the 
window’s face, leaving just enough space on 
the floor to accommodate a mannequin sitting 
at a tea table in the right side of the window. 
On the left was a large standing photograph 
which appeared to be a mirror reflecting a 
woman in evening dress sitting at a table in 
a dining room which was furnished with fully 
draped window and wall-to-wall carpeting. A 
lighted chandelier (in the photo) threw high- 
lights on the woman and the folds of her 
floor-length satin gown. 

The photograph had been blown to life-size. 
It was bordered with long lengths of boldly- 
flowered damask (hung as though doorway 
drapery) that was further draped across to 
the mannequin at the tea table. The illusion 
of two large rooms was delightful. In the 
foreground, near the front of the window, bolts 
of narrower carpet in different colors stood 
side by side, and others lay on the floor at an 


[Please turn to page 82] 
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Exerts Display Magnetism 





—Baltimore displays shown on these pages are typical of the outstanding work being 

done throughout the year in that progressive city . . . At top, by William M. Mac- 

Farlane, Schleisner Company .. .Center, by John H. Tumminello, Stewart's . . . Bottom, 

by Thomas E. Shenkel, Hutzler's . . . Opposite page: Top, by Joseph T. Canale, Brager's 

. . « Center, by James F. Burnside, Hochschild-Kohn . . . Bottom, by J. F. Panetti 
Baltimore Gas and Electric— 
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Scenes Vary 


By RICHARD DAY 


new season brought out varied backgrounds in 
Chicago area window displays. Saks used a de- 
tailed miniature; Fields, a woods; Mandels, a rug, Lyt- 
ton's, autumn leaves; Goldblatts, a sign and Gilmores, 
no background at all—black—to provide selling set- 


tings for attractive merchandise. It was the first 
, So 
Rew 


teal 


ne ie month that the city saw no major event of national 
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Marshall Field (above) 
Virginia Paxson and staff 

\ genuine-looking autumn scene was created by Miss Paxson tor a 
single corner window knits promotion. Large cardboard tubes covered 
with tree bark had branches with oak leaves doweled into them for oak 
trees. Grass, fallen leaves and a gravel path made the outdoor park- 
like floor. Additional setting was provided by stuffed squirrels and an 
antique peanut roasting machine attended by a male mannequin. Three 
mannequins wore the knits in their fall colors. The other side of the 
window (not seen in illustration) contained a cafe porch setting with 
ice cfeam shop tables with the chairs turned upside down on top of the 
tables as 1f the cate had closed after its summer season. The window was 
titled, “The New Knits Start Out the New Season.” 


Henry C. Lytton (right) 
G. C. Bowen 


Rare was this display promoting girls’ coats. It was unusual 
because most of Bowen's displays are done in a series of colorful 
windows. This was a single window done in an almost-mono- 
tone. Display Manager Bob Busse said this display was handled 
individually because girls’ windows need their own _ touch. 
Beige, tur-collared coats for “The Young Tycoon” were set in 
front of an autumn background of yellow and bright red-orange 
leaves that served as a color accent for the beige setting. The 
leaves with their gold-colored branches were held in a barrel. 
Three mannequins wore the coats. Wonder what the dark spots 
among the leaves are? They were brown pompons put there by 
Mr. Busse to make people stop and do just that — wonder. 


Goldblatt Brothers (left) 
Jack Boghosse 

“Such a bang-up job of selling hats was 
done by our once-a-year $2 hat promotion 
that we now do it twice a year,” said Mr. Bog- 
hosse. Each new display exceeds the last 
in sales and this display was no exception. 
Manutfacturers’-sacrifice hats up to $27.50 in 
value were offered during the event for $2 
each. “Crown Yourself with Fashion,” was 
the title of the series. The hats were held 
on gold “birdcages” which rode three angu- 
lar tiers. The front tier was low and each 
tier behind it was higher and more angular. 
One mannequin stood beside the display for 
attention. A large framed sign on the back 
wall told of the $2 sale feature. The hats 
were numbered so they could be selected 
from the display. 








in Chicago 


Wm. Y. Gilmore (right) 
Ted Lees 

No-background-at-all was the effect achieved in 
a delighttul display of imported English Ironstone. 
The back wall and floor were painted flat black. The 
white of the table service contrasted with the empty 
black of the background making the pieces stand out 
like happy servants anticipating eagerly the time 
when they could decorate shoppers’ tables. A black 
board hung by black wires from the black ceiling 
held tour different-sized pitchers at an angle into 
the background as if in perspective. Its angular 
line of motion made the entire single window display 
come to life. A suspended china head looked over 
the interesting array of pieces. It wore a black hat 
with white flowers. Mr. Lees said the display was 
done to move a huge shipment of merchandise. It 
Was so successful the store had to reorder to fill 
the demand. 


Saks Fifth Avenue (right) 
Joe Kreis 

A borrowed miniature opera scene contributed 
to a display that sold things to wear to the opera 
as well as promoted the opening of Lyric Opera in 
Chicago. The miniature depicted a scene trom 
“Carmen.” Gold arches draped with maroon vel- 
vet that had gold trim tormed a stage-type setting 
for the miniature. Prominent in the foreground 
was a gold brocade sheath worn by the single man 
nequin. The metallic gold thread of the sheath ran 
through a deep green cloth. The matching coat was 
lined with green velvet. Pictures of the opening 
night stars were framed in front of the display. 
At night the miniature was lighted much as a stage 
setting with amber and red lights on the background 
and a white spotlight on the central figures. A white 
light was directed on the elegant sheath. 


Mandel Brothers (right) 


Carl James 


A musical clock theme was used in a series of 
designer dresses from the St. Luke’s (Hospital) 
Fashion Show for 1959. Fach dress had a time, 
such as “eight o’clock,” and a tune for a title, such 
as, “Lady Be Good.” Sheet music for the particular 
tune was used with each dress. Since the designer's 
name, Estevez, had a Latin connotation, James used 
a Spanish rug on the wall as a background. The 
colors in the rug were black, white and beige to go 
with the black and white dresses. An antique 
gramophone and a clock at one side gave additional 
interest and tie-in to the theme. 
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Bullock's-Wilshire (left) 
Philip Ensminger 

Realism and quick identification was added to an elegant fut 
promotion by including the fur bearing animals in each of the 
window displays. These were either in the form of a luxurious 
rug or the stuffed animals in a decor of their natural habitat 
The luxurious lining was partially exposed wherever it had any 
merchandising value, as in this photo, the Leopard cape 1s lined 
in garnet red fabric with a matching velvet turbin on the manne- 
quin standing on a Leopard skin rug. 


HOUGH the basic rule to glorify 
and create interest in merchandise 

is never lost, the by-product of the 
imagination and talent in display 
creates a much more exciting and allur- ! 
By DICK JACHIM ing world for the public. It offers many 
pleasantries, some knowledge and an 
occasional chuckle at no expense. This 
variety of pleasures can readily be 
gleaned from the mixture of imagina- 
tion, talent and old French newspapers 
which reproduced exactly the French 
costumes in the windows of Saks Fifth 
Avenue, or the fur bearing animals that 


cater to keeping milady a and warm 
's-Wilshire. 


m in finest fashion at Bulloc 
Not forgetting the financially minded 
r) U ry] r) O r damsel with Ohrbach's fast pace stock 
brokerage windows, nor travel to distant 


places, which can conveniently mate- 

" rialize at Robinson's “International 

7 | [) | Fair."" Meanwhile, cultural nourishment 
Nn O S N Gg e S S | S D a y is readily obtained at May Co.-Wilshire 
at their photograph and oriental art 

object exhibit; then, completing the 

exciting excursion in the restful, luxurious 


Lovis XV and XVI dining room at 
W. & J. Sloane. 









Ohrbach’'s (left) 
William F. Meissner 

Dresses, suits and coats tor the career 
girl were aptly promoted in an atmosphere 
of a stock brokerage office. An authentic 
board with actual quotations served as 
background while a real ticker tape in the 
center of the floor with tape strewn about 
completed the desired decor. An accessory 
grouping was next to it, and mannequins 
in different poses dotted the scene in all 
three windows. The clever copy on the 
extreme left read, “your best investment — 
high fashion at Ohrbach’s low, low 
prices—.” 





J. W. Robinson-Beverly (left) 
Lee Domez 

A festive mood with its colorful flags, 
banners and unusual merchandise from 
many lands heralded the annual Interna- 
tional Fair. This main window had cork- 
colored walls and cork scatter on floor. 
Overseas crates, some wrapped in either 
beanpot or dark brown burlap, others in 
natural wood and a large barrel with 
“Made in England,” stenciled on it, plus 
exposed excelsior and wrapping paper 
added to a feeling of a long voyage for the 
merchandise presented. A U. S. Customs 
sign hung overhead and a 15-foot board 
covered in beanpot burlap spelled out 
“International Fair” in white lettering. 















W & J Sloane (right) 
Jim Hassinger 

A Louis XV and XVI motif was elegantly 
composed in a dining room scene. The furniture 
was finished in gold leaf and covered with needle 
point tapestry. A five foot luxurious crystal 
chandelier hung over the white lace cloth-covered 
table with setting for six, which included Shef- 
field silverware. Two 18-foot pillars in back- 
ground, in antique white to blend with walls, 
added spaciousness to area. A pair of identical 
mirror consuls adorned the back wall and a 
French water color painting, the side wall. All 
frames in carved wood and finished in gold leaf. 
Yellow flowers filled the vases. 


Saks-Fifth Avenue (left) 
Art Alvarado 


An interesting technique in creating interest and impact to: 
a promotion of reproductions of French originals highlighted 15 
windows at Saks Fifth Avenue--Beverly Hills. Art Alvarado 
reproduced the costumes on mannequins out of old French news- 
papers and accented them with real accessories. Exceptionally 
favorable public reaction resulted with never so many shoppers 
practicing their French at one time, especially in reading the 
comics, which were completely incorporated in one of the cos 
tumes. A black background highlighted with clear spot lights 
directed on figure outlined the fashions. 





4 May Co.-Wilshire (right) 
Barry Snider 


Included in the celebration of their 20th 
anniversary Was an interior showing of orien- 
tal art and furniture. The pylons were in 
white with bright colored obies. Photographs 
trom the oriental collection by John Swope 
were on exhibit. Beside each one, a grouping 
ot furniture accessories and art objects was 
tound. At the far end of the aisle, an oriental 
tour-room house was completely furnished in 
this decor. Live green plants in white vases 
accented many of the groupings. 
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The Display Executive . .. 


His Sign Shop 


By MYRTLE STEWART 


Silk screen process enables volume production, speed and economy 
where special effects are desired — ideal for toppers for depart- 
mental or store-wide promotions . . . Drying rack saves valuable 
space and protects signs . . . Versatile sign machines a necessity . . . 
Proper monitoring by paper work essential to good management 


The Drying Rack 


—The window sign at left was the motif for 
newspaper advertising, toppers and posters all 
over the store during W & L's Winter Holiday 
extravaganza last January. The window signs 
were made of notched wood in replica of the 
actual entrance sign at Cypress Gardens, Fla., 
and were reproduced by silk screen— 


LONG with the eternal display-go-round 
is the signing-go-round which gives 
immediacy and impact to display. 

The sign shop at Woodward & Lothrop, 
\\ ashington, D. C., has its own budget which 
is administered by George K. Payne, display 
manager. In this shop, the queen of the sign- 
making methods is the silk-secreen process. 
It has unlimited possibilities, not only for 
colors — including gold, silver, and sparkle 

but for free-hand design. It makes possible 
many details such as flowers, leaves, lace, 
filigree, heads with hair and even eye-lashes, 
besides countless effects not obtainable with 
other sign-making processes. 

It is economical because it permits the print- 
ing of as many copies as needed. It 1s quick, 
and can be used for multiple production of 
the smallest toppers to the most expansive 
placards, even to the remarkable 14-foot 
“pillars” for use at Christmas, done in eleven 
colors delineating pine branches and huge red 
bows. 

Silk-screen printing can also be done on 
wood, metal, leather, plastic, cloth, iron, glass, 
or any flat material, and on rounded objects, 
as well. The colors do not seep into one an- 
other, and colors can be pre-mixed for certain 
results. As one printer remarked, “You can 
really ‘go to town’ with the silk screen 
method.” 

For silk screen you need a rigid frame 
which may be bought for the purpose or vou 
can make one in the shop, and in any desired 
dimensions. The frame may be fastened with 
hinges, or not, to an edge of a table or 
counter for lifting and lowering it. A piece of 
very fine silk is fastened tautly to the back 
of the fame with staples, and the staples 
covered with tape. 

First, a sketch of the design in actual size 
is made on cardboard for use as the master 
model. The next step 1s to make a stencil of 
everything in the master which will require 
one color, then a stencil for another color and 
so on. The stencil is cut out of a transparent 
film consisting of lacquer on a plastic backing 
sheet, which comes in sheets of different sizes 
up to large wide rolls. The removable plastic 
backing is removed only after the stencil is 
prepared and afhxed to the silk. 

A razor-sharp blade is needed for cutting the 
stencil, and/or little curved tools such as have 
been made by the artists themselves at Wood- 
ward & Lothrop. Care must be taken to 
remove all portions of film where that par- 
ticular color of paint is to come through, and 
nowhere else. When cutting the stencil, the 
film only—and not the backing sheet—should 
be cut. 

Next, the film-stencil is laid under the silk 
in the frame and moistened with a special solu- 
tion which causes the stencil to adhere to the 
silk. When this has dried, either naturally 
or with the aid of an electric fan, and the 
plastic backing of the film has been removed, 
the film appears to have become a part of the 
substance of the silk. The open areas between 


DISPLAY WORLD 








Fig. | 


stencil edges and frame are masked and the 
screen is then ready for printing with the 
first color. 

When the screen is placed on top of the 
poster-card or other receiving surface, the 
color is applied with squeegee all over the 
silk. When all the posters have been printed 
with that color and dried, the next stencil 1s 
used, and so on. After each printing opera- 
tion the poster can be propped against the wall 
to dry or placed in a multiple-tray rack such 
as pictured here. This one at Woodward & 
Lothrop occupies only 3 feet by 4% feet of 
floor space. It is light and firm, with slats 
spaced at 1% inches, permitting circulation 
of air. 

The tusche silk-screen process stencil 1s 
different from the cut film stencil described 
above. The principal difference is that the 
silk screen is placed over the original drawing 
and traced in tusche (pronounced “tush” to 
rhyme with “push” a printing material 
corresponding to lithographer’s ink) care be- 
ing taken to make accurate and opaque cover- 
age of the areas that should print in the first 
go-round. When this has been dried, a prepa- 
ration of glue is applied over the entire sur- 
face. When this, too, has been dried, the 
surface is carefully cleaned with mineral 
spirits or other wax dissolving solvent, during 
which the tusche dissolves and is scrubbed out 
with a stiff brush, leaving a stencil of the part 
to be printed. The screen should be examined 
for places in the glue which might have been 
accidentally removed, and if so, patched so 
that color will not come through where it 
should not. 

In both the above processes it is necessary 
to make a separate screen for each color. 
Both methods permit printing in a wide range 
of dimensions and with fascinating effects. 

The notched wooden window-reader, shown, 
was printed by silk screen and cut out with 
the cutawl blade set for %-inch depth so that 


the finished signs would stand alone. The 
sign was the motif for Woodies’ Winter Holi- 
day extravaganza last January. It was a 


replica of the actual entrance sign at Cypress 
Gardens, Florida. 

In addition, there are four other sign ma- 
chines using movable type. One of the two 
larger machines is self-inking. They work 
similarly to newspaper proof presses. Two 
others resemble large typewriters with mova- 
ble type, and are operated in a “hunt and peck” 
manner. The newest acquisition in the shop 


[Please turn to page 83] 
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Fig. 2 


Fig. |: Stapling silk to new screen. Fig. 2: Removing backing from stencil. 
Fig. 3: Impression from first stencil and original sketch. Fig. 4: Impression 


from second stencil and applying paint with squeegee for third. Fig. 5: 


Finished poster; original sketch at side. 


Fig. 3 


Fig. 4 


Fig. 5 
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—So that the new 50-star American flag 
could be displayed first in Philadelphia 
in the window of Lit Brothers, Thomas 
Comerford, display director, worked way 
into the night . . . The photographer 
caught Mr. Comerford as he attached 
the 50th star, completing the display— 


—Maj. Gen. Thomas A. Worham, recently pro- 


moted to Lt. Gen. and assigned as commander 
of the Pacific Fleet Marine Force, was on hand 
to greet Santa Claus at the opening of the 
eighth annual toyland at the Marine Recruit 
Depot in San Diego, Calif. . . . Design, con- 
struction and decoration of the Chéistmas toy- 
land was under the direction of Charles J. 
Conniry, display director of the Marine Corps 
Exchange at the depot— 


—Anthony Vilardi (standing at right), dis- 
play director of Bond Clothes, Cleveland, is 
shown with other members of his display 
staff ... He has been teaching window dis- 
play at the Cleveland Board of Education 
on Tuesday and Wednesday evenings ... He 
was formerly with Wallachs, New York City, 
and has been with Bonds for the past four 
years— 





—Posed at a breakfast celebration for the 
staff of Evelyn Gibson Gowns, Portland, Ore., 
is dark-haired display coordinator, Miss Anne 
Daniels, and her employer, Miss Evelyn Gibson 
.. + Miss Daniels divulges her "Display for the 
Small Shop" ideas each month in DISPLAY 








Photographs for 
this page are 
always welcome, 
the more infor- 
mal the better. 
Address them to 
Editor, DISPLAY 
WORLD, Cincin- 


nati |. 








WORLD— 


—Awards for prize advertisements and 
window displays during Continental Week 
in Chicago are distributed by Harry 
Marcus (far left), Midwest representative 
of the American Institute of Men's and 
Boys’ Wear, Inc. .. . Recipients of awards 
at the Federation Advertising Club are 
(left to right, seated) James Woodward of 
Benson-Rixon Co. ; Lou Wynn of Broad- 
streets, Inc., (rear) Bob Busse of Lytton's, 
Harry Meyers of Maurice L. Rothschild & 
Co., Fred Rude of Baskin Clothing Co., and 
Henry Sperling of Richman Brothers Co.— 











‘See how Darling can help you 


“sell like sixty’ 


in the sixties 


Make it-a-point 

to visit our 

New York: showroom 
while at the 
N.A.D.I. Show- 
December 6 — 10. 


/th floor 
Marbridge 
Building 


directly across 
from Macy’s 


47 W. 34th Street, 
New York, N.Y. 





DISTRIBUTORS: tN -ALL PRINCIPAL, CITIES 





Your one complete source for everything in merchandising and display equipment 


L. A. DARLING COMPANY, Sronson, Michigan 


LOS ANGELES 
1828 S: Flower St. 


NEW YORK CHICAGO 
47 W. 34th St. 222 W. Adams 
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o SELL 


RECENTLY moved from bleak New 
Kngland to the garden state of New 
Jersey and, following my usual custom, I 

made a tour of the stores in the area. [| no- 
ticed one good looking department store with 
very attractive window displays. However, 
on entering, I was surprised at the dingy 
interior which was such a contrast to the 
window trims and quality of merchandise 
displayed in them. 





A closer inspection revealed the main trou- 
ble was a poor color scheme throughout the 
entire first floor: the columns and most of 
the side walls being a medium blue with 
the counters and woodwork in a cream. No 
attempt had been made to divide off the var- 
ious departments by — individual 
schemes. 


color 


I got to thinking how a few bright mas- 
culine colors, a brick color over the 
wall fixtures along with sunshine yellow, 
would materially improve the large men’s 
and boy’s wear sections. 


side 


The only reason I mention this 1s because 
it may pay you to check the colors used in 
your various departments to make sure they 
establish a bright inviting appearance. Re- 
member that, dollar tor dollar, nothing can 
do more for any store interior than a new 
paint job that embodies carefully selected 
colors that will enhance all the merchandise 
on display. 

As an old timer, allow me to offer this 
good advice to the young fellows in our 
protession: In your limited spare time, make 
up a few water or poster color sketches of 
the various departments, showing sugges- 
tions for the new color schemes, and present 
them at an opportune moment to your boss. 
You might not get a raise right away, but he 
will realize you are on the job thinking 
how to improve YOUR store. 

(A) This window display will make both 
your luggage department manager and the 
buyer happy, and it will promote the sale 
of the lines you carry. Luggage usually has 
a fine mark-up and is worth a special pro- 
motion, especially if it is tied in with a 
store-wide “GOING PLACES” event that can 
be worked out in other departments, too: 
Ladies’ tashions, sportswear, men’s wear, 
etc. 

I noticed a listing of FREE travel posters 
on page 72 of the November issue of that 
magazine called DISPLAY WORLD and 
they would be ideal to use throughout the 
store to tie in with a special travel or vaca- 
tion promotion; this is just one good in- 
stance why you should read this publication 
from cover to cover each and every month. 

(2) This sketch shows a window display 
designed to feature luggage along with 
ladies’ vacation and travel wear and (B) in- 
dicates how you can make the world section 
out of plywood or composition board; use your 
trusty Cutawl machine to cut out the air- 
way lines. Then paste on red cellophane so 
the lights in back will shine through. Insert 
button flashers in the sockets so the lights 
will flash on and off. Borrow a few suita- 
bly sized jet planes from your toy depart- 
ment to suspend from the ceiling and the 
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By JIM KILEY 


trim is completed, ready to and 
SELL the merchandise. 

(C) Old Man Winter can be put to work to 
help sell children’s cold weather clothing 
and this drawing shows a window trim that 
can be installed at a reasonable cost. Cut 
the out of wallboard braced in back 
with lengths of 1 by 2s and paint them in a 
combination of light and medium gray with 
a touch of silver flitter at the tops. 

Install them in receding heights to give 
depth to the window, as indicated. Cover 
the window with royal blue paper with the 
falling snow painted on with dabs of white 
poster color. 

Add a few attractive children’s manne- 
quins dressed in winter keep-warm clothing 
and you will have a setting that will attract 
attention and help sell the goods. 

(ID) This is an eye-catching ledge unit that 
can be used around the store to create the 
necessary winter atmosphere; they can also 
be used on counter top feature displays on 
main traffic aisles in these departments. The 
thermometer and can be lengths of 
scrap pine board with old man winter's head 
cut out of composition board or wallboard. 

Now that I am living near New York City 
[ shall make it my business to sketch a 
few good display ideas used in some of the 
leading stores; they will be selected to fit 
average display budgets as to include the 
expensive Fifth Avenue trims would only be 
wishful thinking in many cases. 

The fellows I take my hat off to are the 
ones doing outstanding jobs on reasonable 
budgets. In my travels I have the pleasure 
of meeting so many in htis category, and 
their main stock in trade is ingenuity and 
lots of it. 


promote 


trees 


base 


Tarnish-Proof Tinsel 
Developed by Jonel 


A new grade of tarnish-proot silver glass 
tinsel which retains its sparkle after contin- 
ual exposure has been introduced by The 
Jonel Company, Carlstadt, N. J., a subsidiary 
of Potters Brothers, pioneers in the manu- 
facture of glass reflector spheres, tinsel and 
related products. 

The new Jonel process provides a tarnish- 
proof coating that protects the brilliance of 
the silver glass tinsel. Although costing 
less than most other grades of tinsel, the 
sparkle of the Jonel silver glass tinsel lasts 
indefinitely and is economical for any appli- 
cation. The Jonel tarnish-proof silver glass 
tinsel is available in sizes from 10 to 50. 

For samples write to The Jonel Company, 
Carlstadt, N. J. 








SOURCE SERVICE 

If in any of the illustrations in DIS- 
PLAY WORLD you see some property, 
fixture, Mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


1, and it will have prompt attention. 























Five leading 
display men 
contributed 
to this 


dramatic form. 





Natural 
posture, 
“head erect 
with the back 
full, lets the 
coat fit as 


no other 





form can. 


$1) 50 


ALSO AVAILABLE IN V-NECK 
$2.00 EXTRA 


All forms are grey 
Jersey covered. 


SILVESTRI STUDIO 





968 N. FORMOSA AVE. HOLLYWOOD 46, CALIF. 
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—Merchandise men, display managers and factory personnel participating in the fourth ‘'Pavane” 
display seminar conducted October 4-5 at the Tomlinson High Point, N. C., showrooms are: (with 
back to photographer) Hans R. Hatschek, merchandise director, Tomlinson; first row, left to right: 
George McKamey, Them Furniture Co., Charleston, S. C.; George Bramlett, Jr., Southeast Whole- 
sale, Atlanta; J. B. Goodwin, Bluefield Furniture, Bluefield, West Va.; Waddell Rabon, Them 
Furniture Co., Charleston, S. C.; Mrs. Cathy Dingman, Tomlinson sales division; Francis 
Chiapponi, Nassau Furniture, Hartford, Conn.; N. M. Chambers, Bluefield Furniture, Bluefield, 
West Va... . Second row, left to right: Donald Koch, Southeast Wholesale, Atlanta; Norman Boucher, 
Nassau Furniture, Hartford, Conn., Barend S. Steevels, Tomlinson sales division; (Man you cannot 
see is Sam Butler, Tomlinson sales); A. C. Ward, Southeast Wholesale, Atlanta; Fred Lambert, Tom- 
linson sales; Don McClintock, Style Craft Interiors, Durham, N. C. and Sidney H. Tomlinson, Jr., 
Tomlinson vice-president— 


Furniture Manufacturer 
Conducts Display Seminar 


A two-day display seminar was staged by 
Tomlinson of High Point, N. C., on October 
4-5 as part of the firm’s comprehensive pro- 
gram to insure the proper marketing and 
merchandising of its new “Pavane” furniture 
assemblage which was viewed for the first 
time at the High Point market in April. This 
was the fourth like meeting held since the 
first in July. 

Display directors, heads of decorating de- 
partments, top sales personnel and merchan- 
dising executives of stores scheduled to in- 
troduce “Pavane” locally sometime in Octo- 
ber were guests of the company for an in- 
tensive orientation program devoted pri- 
marily to the elements of the most effective 
floor and window displays of the new line. 
The first day of the seminar included ex- 
planatory talks by firm executives: Sidney 
Tomlinson, vice-president in charge of sales, 
on how to reawaken interest in fine furniture 
and W. A. Tomlinson, president, on the de- 
sign concept of “Pavane”. Alfred Auerbach, 
president of the firm’s advertising agency, 
spoke specifically on the need for a better 
balance between the store’s display budget 
and the advertising budget. 

After the introductory talks, the guests 
were toured twice through the firm’s “Pa- 
vane” showrooms, once to view the new line 
by themselves, once to get furniture and 
decorating facts and figures from Hans R. 
Hatschek, merchandise director. After hear- 
ing a complete synopsis of the thinking and 
planning that went into the showroom pre- 
sentation, each seminar participant was 
given a kit of floor and wall blue prints as 
well as accessory lists. 

The second day of the seminar was re- 
served for a complete tour of the Tomlinson 
factory and an explanation of factory tech- 
niques and quality control, and meetings be- 
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tween company executives and stores who 
had specific pfoblems to iron out. 

Reaction to this first-of-its-kind seminar by 
the displaymen was very enthusiastic. 
Tomlinson Announces 
Window Display Contest 

To spotlight the significance of proper 
display in the total marketing picture Tom- 
linson of High Point has just announced a 
window display contest as part of the com- 
prehensive marketing program for its new 
“Pavane”’ furniture assemblage. “Pavane’” 
is currently being introduced by approxi- 
mately 70 franchised dealers across the 
country. (More about this in DISPLAY 
WORLD in an early issue.) 

The window display contest is an appro- 
priate climax to the enthusiastic participa- 
tion by dealers in the “Pavane” display 
seminars which Tomlinson has been con- 
ucting monthly since July. Details of the 
contest are simple. On or before January 
1, 1960, dealers must submit 8 by 10 black 
and white or color photographs of their best 
“Pavane” windows complete with an item- 
ized listing of elements involved and proper- 
ly crediting the display director responsi- 
ble. 

Winning entries will be selected on the 
basis of suitability of materials used and 
overall effectiveness of the display. The 
panel of three impartial judges, each dis- 
tinguished in the home furnishings field, 
includes Harry V. Anderson, editor, In- 
terior Design; Louis Goodenough, editor, 
Home Furnishing Daily; and Alfred Auer- 
bach, president, Alfred Auerbach Associates. 

Prizes, to be awarded directly to the win- 
ning display directors, will be in USS. 
Savings Bonds: $200 first prize, $100 second 
prize, $50 third prize and 3 honorable men- 
tions of $25 each. Winners will be announced 
by February 1, 1960. 
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PRIZE = 
TRIP FOR TWo 


ABOARD 


AIR FRANCE 


Comfort, Service 
and Cuisine 
all with the 


FRENCH TOUCH ..- 


Extraordinaire! 


PARIS 
IN THE SPRING 





Welek Fabrics: 


_..Fresh Viewpoint 
On Display Function 


By DOROTHY BLANCHARD 


Home sewing centers compete with ready-to-wear by 

presenting fashion both in interior as well as window 

displays . . . French mixologist brightens pattern de- 

partment with recipe for fashion . . . Accessories 
provide sales booster 


AVING heard of the unique and suc- 

cessful advertising program initiated 

by Welek Fabrics, St. Louis, Mo., I 
felt that the store’s display tunctions must 
also be of equal excellence. My visit to 
this up-and-coming fabric store was more 
impressive than I had hoped tor — a com- 
pletely new and fresh viewpoint on the dis- 
play function of the fabric business. 

Welek’s is a four-store tabric organiza- 
tion, built on the idea of offering a woman 
everything she might need tor home sewing. 
Display Director Kenn Haack shares his 
management’s viewpoint that fabrics are 
fashion, and both his windows and his in- 
terior displays show this at first glance. 

There is a main downtown store in the 
heart of St. Louis’ shopping district, plus 
three branch stores: One store in swank 
Clayton, Mo., another in the huge new 
Crestwood Plaza Shopping Center, and the 
latest store in Springfield, Ill. The stores 
are bright and airy, with clever murals 
pointing up their various departments. 

Within the stores, they are department- 
alized much as a department store is. In- 
stead of treating the pattern department as 
a stepchild, for instance, as so many stores 
do, Welek’s does everything it can do to 
glamorize this department. Their pattern 
cases are all painted the same color for an 
attractive appearance. They use fixtures made 
of plastic laminate for appearance and for 
long use. They use permanent bar stools for 
seats. And above their pattern cases, there’s 
a gay hand-painted mural which tells “What 
are the ingredients for good fashion.” The 
mural features a sketch of a light-hearted 
Frenchman mixing a cocktail and giving the 
recipe for good fashion. “Start with a 
Welek fabric .. . add a pattern ...a dash 
of buttons ...a zip of Talon... blend with 
a Singer machine” and so on. The mural is 
done in tones of charcoal gray and pale 
pinks to deep shocking pinks. It’s a charm- 
ing touch, given to a department which could 
be dull and uninteresting. 

Another often-dull department, not shown, 
is given a boost by Welek’s, and that is the 
notion department. Here a woman will find 
every sewing notion on the market, and the 
items are displayed neatly for easy self- 
service. Above this department, is another 
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bright mural, with the word “Notions” 
written in thread, a tape measure, needles, 
buttons, etc. 

This theme of decor runs through all of 
the Welek stores, and its function is not only 
decorative, it is aimed at good hard SELL. 
As other examples, above the woolen racks 
is a mural which shows a tape measure 
topped by clever gamboling lambs, and the 
words “Nothing measures up to .. . 
WOOL!” There is a section devoted to kid 
die fabrics, and here, too, a mural, bright 
with rag dolls, a wrought iron fence, and 
the hand-lettered words “Kiddie Fabrics.” 

Since fashion shows are a regular part of 
promotional activity, the stores feature per- 
manent ceiling lighting just for fashion 
shows, and planter box backgrounds which 
are used as stages for shows, then at other 
times for permanent fashion display areas. 

Display Director Haack does an excellent 
job on these interior displays, but along with 
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many other displaymen, his first love is the 
windows. And here, his approach is fresh 
and interesting. Instead of piling his win- 
dows high with bolts of fabric, Mr. Haack 
visualizs the fabric as a finished garment, 
and his windows quite often are done with- 
out so much as a single bolt of fabric! in 
the three outlying Welek stores particularly 
is this true, for the windows themselves 
are the see-through type, and he feels that 
the customer fabrics within the 
interior. 

His job is helped by the tact that Welek’s 
carries complete accessory departments, with 
sweaters, jewelry, belts, 
umbrellas, fur collars and muffs, etc. 

As a follow-up to the early summer tash 
ion show, Mr. Haack grouped tour manne- 
quins wearing fashion show garments around 
a modern four-tier fountain with running 
water. He surrounded the mannequins and 

[Please turn to page 84] 
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costume Howers., 





ORIGINAL 
~WIN:-DO-DEC 


This extremely ef- 
fective corrugated 
display material 
comes in 18 sun-re- 
sistant colors. Per- 
fect for air-brush- 
ing. Back guides 
for easy cutting of 
letters and numer- 
als. In rolls or 
sheets cut to your 
specifications. 














EXCLUSIVE 
WIN-DO-WAVE 





Attractive wavy 





SS pattern for floors 
& and backgrounds. 
2 Completely flexible 
+4 ... yet stiff, crush- 

ee proof and re-usable. 
} Kraft is bleached 
<a to assure bright- 
2} eee: ness and uniform- 
SERA ity of the 18 sun- 
t} See resistant colors. 

. 2; tet) Rolls or sheets to 

Shae your specifications. 

B33 

Riis: 

4% 5 

BN 


Send for 
these free 
sample kits 
today. 











St.Regis |) 


2210 So. Union Ave., Chicago 16, Illinois 
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Formal wear should be displayed in an 
elegant way. Use regal colors. Keep the garments 
neat. trim and simple. This set up is two tuxedos 
on a stair step arrangement. They are on a red 
rug with a red drape behind. A chandelier sus- 
pended with lights lit adds to desired effect. Re- 


member formal wear is dressy so don't try to crowd 


too much goods in. 











Hunting lodge creates the prop- 
er masculine atmosphere for outdoor 


heavy winter goods. The wood grain 
paper and fireplace give the interior ef- 
fect. 


scene gives the time of year. 


A window with snow and outside 
If electric 
logs can be placed in fireplace it is advisa- 
ble. 

effect. 
hung in advantageous positions (chair, 


Deer head over mantel adds to 
Outer coats, caps, etc., can be 


coat rack. etc.) Drinking steins and rifles 
All the mer- 
chandise in this type of window should be 


keep it on the manly side. 
rugged—bulky sweaters, heavy suburban 
coats. etc. Also the merchandise should 


be used discriminately. 


Ski scene is ideal for showing 
winter heavy goods. Sketch a winter 
mountain scene on wall. Use a pair of 
skis and poles as props. Use _ heavy. 


warm merchandise throughout. Create 
motion in the placement of the sweaters, 


the 


Keep the skis in a sus- 


coats. etc. Snow can be used on 
floor if desired. 
pended manner, in preferance to leaning 


them. 


Bermuda is a popular winter va- 
cationland. This display would appeal 
to the gentleman that takes his holidays 
in the colder weather. Two palm trees 
form a center prop and suggest location. 
A Bermuda poster gives color, etc. Bright 
summer goods give holiday atmosphere. 
Sand on floor form free-form island in 


The odd 


seashell and starfish can be placed around. 


unique way suggesting beach. 
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Gold 
Rush 


Days 
At E. J. Korvette 
Scarsdale, N. Y. 


By ALVIN J. JESKE 
Display Manager* 


Magic number 49 plays big 
part in storewide promotion 
held one day only, without 
newspaper advertising . . . 


Shadow box-type miniature dis- 
plays prove crowd-catchers as 
well as sales producers 


N JULY 15 of this year, without bene- 

hit of newspaper advertising, E. J. 

Korvette, Scarsdale N. Y., held a one- 
day store-wide sale. It was called the “Gold 
Rush of 49." The theme and entire prepa- 
ration was a coordinated effort between the 
display and merchandise departments. 

To emphasize our “49er” theme, there were 
49 separate selling items announced periodi- 
cally over the store public address system 
throughout the day. In 
49 male and the first 49 
were presented with gi:ts. There were also 
49 giit certificates presented to holders of 
winning numbers which were drawn in the 
store the day of the sale. 


addition, the first 


female customers 


These numbers 
were on give-away flyers which were dis- 
tributed in the store for two weeks prior to 
the sale. The public was advised to keep 
these fivers and to bring them to the store 
on the day of the sale. 

By tar the 
our window. 
24 bv 10 teet. 
black felt 


greatest attention-getter was 
The actual window measures 
It was then blocked out with 
mounted on hardboard. We left 
a 24 inch by 48 inch opening centered in each 
panel of glass. Within installed 
shadow box-type displays in motion, tell- 
ing the story of 
1849. 
The 


gold 


this we 
gold-seeking activities in 


first 
sluice 


pane] 


consisted of a working 
with 


running water and gold 
flitter actually flowing down the sluice. Con- 
struction was done entirely by the store’s 
display department. They used plastic foam, 
colloid treated fabric and wood. Various 
items trom store stock were converted, such 
as logs, plastic cars, and other small plastic 
toys. The sign copy, which is not seen in 
the enclosed photographs, was mounted in a 
cut-out section to the right of each shadow 
box. By coating parchment with oil, we 
were able to light up the copy from the rear. 

The second shadow box contained a stage 
coach. mounted on a tread mill, that turned 
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the wheels and caused the horses to move 
up and down. Again we used plastic foam 
and colloid treated fabric with the addition 
of living which survived for two 
weeks in the window. The copy pointed out 
the hardships people endured getting out to 
the gold fields, and the small percentage who 
actually found gold. 

The third panel was a model of the store 
with a tread mill running in front of it on 
which miniature cars were glued to simulate 
our parking lot. The copy simply explained 
our “Gold Rush of °49” idea, and pointed 
to the ease of travel and ample parking 
space we provide, as opposed to the hard- 
ships that were suffered by the gold seek- 
ers of 1849. 

The windows created a tremendous amount 
of interest in not only the animation, but 
also in the “Gold Rush” sale. 

Bearing in mind that E. J. Korvette is a 


cactus 


department store, and that there 
merchandise in the window, the sale was 
very successful. Public interest was stim- 
ulated to such a high degree that people, 
formerly unfamiliar with the store, came 
to see the window and were thereby in- 
formed of our coming sale. 

The window theme had tremendous appeal 
for both young and old. 

As a final point, while showing the store’s 
merchandise in the windows is the essential 
phase of our operation, an institutional 
type of display, one that is of a completely 
different nature from that which customers 
are accustomed to seeing, can bring very 
gratifying results. 


Was no 


*Mr. Jeske, since preparing this article for DIS- 
PLAY WORLD, has resigned to join Arts and 
Flowers, New York City display manufacturer, 
as sales manager. 
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Step into the dreamland of eternal Paris. The classic spot of beauty, culture, art and poetry. 
There is a warm glow in this sentimental atmosphere. @ Remember Gigi @ The little we can 
contribute to ascend into this land of wonders, we do with our lights. 
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CLEMENTINE — 5 lights; 29° across BRIGITTE — 2 lights; 25" across 


+o os 


ANGELINE—3 lights, 
as used by Mr. Rich- 
ard Campbell, B. Alt- 
man & Co., New York, 


for La Fete Francais. 


Please, bear with us, we haven't the heart to give these lovelies just cold numbers, so 
each one has a name. @ Order by name only. These are just a few of many available. 
Come to visit with us at our permanent showroom, Display Center, 400 Eighth Ave., 
Corner 30th Street, and see these beautiful soft illuminations, plus our regular displays, 
with many new items. 


KENBURY GLASS WORKS 132 WEST 14th STREET, NEW YORK 11, N. Y. 
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French Kiosk Adapts 
For Fashion Skylines 


Scenes from Rome, Paris and 
New York provide background 
for Cincinnati's largest annual 
fashion event .. . Rotating kiosk 
provides means for rapid change 
of backgrounds — and for 


economy 


JR 11 YEARS NOW, the most impor- 
tant fashion Cincinnati has 
heen the luncheon-showing produced by 
the local chapter of the Junior League, well- 
known national 


event in 


organization § for 
Kach year, the event has grown in 
popularity and fashion significance until, in 
1959, the ()ctober 
1,500 socially-prominent Cincinnati matrons 
on each of the two days it was presented. 
The Junior League Fashion Show 1s a 
effort on the part of eight 
competing stores, all of them specialty shops 
with the exception of the H. & S. Pogue 
Co., Cincinnati's department 
This department 
store in a tashion promotion that 1s domi- 
rated by perhaps, un- 


service 
Women. 
drew 


showing 1n some 


Cor yperative 


second-largest 
store. participation of a 
specialty shops is, 
Common. 

Throughout the 
league event, all 


to he 


history ot the 
settings, 


Junior 
which have come 
one ot the high points of the show, 
have been designed and executed by Pogue's 
staff. Samuel F. Pogue, vice-presi 


dent and sales promotion director, was given 


display 
special praise tor his and the store’s “coop- 
eration and helptulness” in the 160-page pro- 
gram produced for the 1959 event. 

Because the purpose « t the show is to raise 
money for the various charitable 
present to tashion- 
women the latest of- 
erings trom the domestic and international 
tashion 


league's 
projects, as well as to 
conscious Cincinnati 
centers, restrictions have, of neces 
sity, been placed on the production of set- 
tings. Eeonomy is of primary importance. 
Secondly, settings must carry out the over- 
all theme of each year’s production, which 
have, 


over the become 


Fortunately, the 


vears, increasingly 


ambitious. League's ap- 
proach to these problems has been a sensible 


one 


—At top, the Rome set has a suggestion of a 
sculpture and the dome of St. Peter's 

Center, the Paris set features a narrow side 
street on Montmartre with the dome of Sacre 
Coeur in the background . . . Bottom, Bee lights 
behind each cut-out window gives the illusion 
of New York City after dark, as "My Fair 
Lady” is advertised on the rooftop theatrical 

billboard— 


At the initial planning meeting, attended 
by the show committee and the set designer, 
in this case Louis Vilimas, Pogue’s capable 
display director the past five years, several 
themes are suggested by the League. It 
then is up to the designer to select the idea 
that can most easily and economically be re- 
lected in settings, which must be produced 
in duplicate since the show is given nearly 
simultaneously in two locations on each day. 
Traditionally, this has been the banquet 
room and ballroom, located on separate 
floors of the Netherland-Hilton. 

This year’s planning 
“Skylines of Fashion.” 

Additional resulted in a de- 
cision to divide the show into three scenes, 
one for each of the world’s three most im- 
portant fashion markets: Rome, Paris and 
New York. Further, each market would be 
identified with a particular color; sunny yel 
low for Rome, a mossy green for Paris and 
sky blue tor New York. Settings would 
reflect these colors, as would runway 
erings and skirtings another 
bility of Pogue’s and League-produced 
table decorations. An added restriction was 
that each set had to be constructed so as to 
allow it to be struck and a new one installed 
in 20 allotted tor intro- 
ducing each scene. 


session produced 


discussion 


COV 


responsi- 


seconds, the time 


Armed with the above information and 
instructions to keep costs somewhere near 
$1,000 for both preparation and construction 
of two identical including some un 

ion labor such as carpenters and painters - 

Mr. Vuilimas designing within the 
above restrictions. Such an assignment was 
made for Louis Vilimas, who, while a com 


sets 


began 


parative newcomer in the department store 
display field, is no newcomer to the stage 
design field. 

His schooling all was aimed at a career in 
stage designing Kaunas Academy of Arts 
in Lithuania and advanced work at Vienna’s 
Academy of Decorations. After graduating, 
he rose steadily to prominence in European 
theatrical circles, but still found time to 
professor of drawing at Vilnius 
Academy of Art. Eventually he was elected 
to the Lithuanian Academy of Arts. Mr 
Vilimas came to the United States 
years ago and for two years was associated 
with Sibley, Lindsay & Curr in Rochester, 
New York. 


In discussing 


Sefve as 


seven 


this year’s Junior League 
sets, Mr. Vilimas recalled: “I felt it had to 
be a bold design since each audience was a 
big one. Many of the ladies would be seated 
far from the stage. It had to be tall 

but also with a fashion feeling 

gracetul look.” 

The design at which he ultimately arrived 
was rather unique in simplicity and effective- 
Basically, each unit was a large kiosk, 
those familiar Parisian structures proclaim- 


ness. 


[Please turn to page 100] 
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GRASS MAKES THE DIFFERENCE 


From Christmas decorations to gifts, flowers and fashions, lush 
green Eaton Velvety Grass puts sparkle into every display. Sparks 
up sales, too! Order yours in any size, in gold, beige and burnt 
sienna as well as green. 





MAIL THE COUPON FOR 
IDEA-PACKED BROCHURE 


ELASLICFON erorens cone. 


Display HAMBURG, NEW YORK 
Division 
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EATON BROS. CORP., Display Div. D-1 
Hamburg, N.Y. 


Send me FREE copy of your EATON Veivety 
Grass idea Stimulator. 


Name 
Firm 


Address 
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IT’S ALWAYS MARKET WI 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 

& DISPLAY MATERIALS 


For Windows and Interior Store Display 





American Fashion Museum 
16 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period outfits 
to highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. R. DOD. G. A 





Arts & Flowers Displays, Inc. 
{Air Conditioned) 
43 West 5éth St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West 19th St. WA 4-626! 
Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 
interesting imports from Europe and the Orient 








Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 





Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 


ACCESSORIES 
Lovis S. Morgen 


Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 


Mileo Mannequins 
7 West 36th St. 


MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


WI 7-7618 





Display Arts, Inc. 
600 W. 57th St., NYC 19 
MANUFACTURERS OF 
MECHANICAL SANTA CLAUS' — 
PILGRIMS — CLOWNS 


For Sale or Rental 


CO 5-6023 





Fashion Displays 
11 W. 31 St., NYC I Oxford 5-2267 


Manufacturers of Fine Mannequins 
Display Equipment 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
MANNEQUINS 


and Promotional Displays 


991 Sixth Ave. CHickering 4-7165 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





Miya Company, Inc. 
373 Fourth Ave. LExington 2-4866 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 





Leo Prager, Inc. 
155 West 23rd St., NYC II CH 3-4113 
MANUFACTURERS OF MODERN 
DISPLAY FIXTURES 


For Interiors and Windows 


RIP Studio, Inc. 

15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 
Functional and Decorative in All Media 








Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





David Hamberger, Inc. 
136 West 31st St. PE 6-0464 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn 1, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





Kenbury Glass Works 
132 West 14th St. Tel.: WA 4-3186-7 
Apothecary Show Globes, Christmas Orna- 
ments, Domes, CRYSTAL PRISMS, Laboratory 
Glass, Jewels, Timbers, Bottles. 
Also—Permanent Showroom at the Display Center 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 


412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 








Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 


50 West 22nd St. OR 5-1280 








Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 


EQUIPMENT 
Distinctive Display Fixtures and Novelties 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





Tero, Inc. 
Factory and Showroom 


153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 


MANNEQUINS 


D. G. Williams, Inc. 
498 Seventh Ave. 





LA 4-4069 
MANNEQUINS & DISPLAY FIXTURES 


Display Novelties and Equipment 





SAVE TIME — 
DO YOUR DISPLAY BUYING 
IN NEW YORK CITY 





Einson-Freeman Raises 
Two Art Executives 

Alexander Stauf, 15 years an Einson-Free- 
man art director and a member of the New 
York Art Directors Club, with a collection 
of more than 30 national awards for distin- 
guished display designs, has been appointed 
Chief Art Director, it was announced 
November 10 by William H. Scoble, presi- 
dent. Also elevated to supervisory respon- 
sibilities is Mr. Stauf’s colleague, Philip 
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Kaplan, who has been an Einson-Freeman 
art director for the past 20 years. 


Free Booklet Available 
On Market Research 


Although this booklet is meant to provide 
subtle incentive for you to buy his latest 
book entitled “Why People Buy,’ Louis 
Cheskin, director of Color Research Insti- 
tute and president of Louis Cheskin Asso- 


ciates, market research firm, has loaded it 
with interesting and entertaining informa- 
tion, much like the contents of the book. 
For instance, he asks the question “Why 
manufacture cups so that the handles won't 
break off” when “most well-to-do house- 
wives want or welcome an excuse to buy a 
new set of dishes every few years.” 

Write to him at 105 West Adams street, 
Chicago 3, for a free copy of the booklet 
and a brochure describing his book. 
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With the turn of the year, 


retailers enter a period of 


interesting merchandising events 


that can be promoted 
successfully. A few ... Spring 
Easter, white goods and re- 
sort wear. It will pay to put 
a little extra display planning 
into these promotions and where 
can you get more able assistance 
than in New York, where the 


fabulous display industries 


have everything to offer. 























, de (Sis yp, 
PRIZE 
TRIP FOR TWO 


ABOARD 


AIR FRANCE 


Comfort, Service 
and Cuisine 
all with the 


FRENCH TOUCH... 


Extraordinaire ! 


PARIS 
IN THE SPRING 














Portable Panels Enable 


Exhibit Size to Vary 


Versatile backdrop consisting of 
rear-lighted color transparen- 
cies can be rearranged for 
booth ranging from 10 to 30 
feet frontage . . . Shipping 
crates numbered to facilitate 
installation of different sizes 


ORELCO Instruments Division, Phil- 
ips Electronics, Inc., Mount Vernon, 
N. Y., is justly proud of a colorful, new 


versatile backdrop which is being used 


during 1959 in its displays at eight national 
industrial shows. 

In past years, Norelco had to select a tew 
of its insiruments to fit a limited amount 
of space at any one show. This made it 1m- 
possible to expose visitors to the company’s 
complete equipment line. Electron micro- 
scopes and X-ray units are quite large and 
only one or two can be squeezed into an 
average booth, even though it is 30 feet wide. 

In order to overcome the problem, adver- 
tising manager George Garnes and his 
assistant Michael Lombardi decided to use 
color photography for the job. A New York 
photographer was engaged to shoot 24 11 by 
14 inch transparencies which would et- 
fectively dramatize most of the Norelco 
products. Slanhoff Manutacturing Company, 
Mount Vernon, was commissioned to design 
and build a backdrop incorporating the color 
negatives, adaptable for booth widths of 
10, 20 and 30 feet. 

The finished structure for a 30 foot booth, 
shown here, consists of six vertical panels 
approximately 60 inches wide, 87 inches high 
and 3 inches deep. Each panel has a top 
section 48 inches high and a bottom section 
39 inches high. Four of the top sections 


have color transparencies mounted in frames 
and fluorescent illumination is supplied from 
sections are blank. 

the rear. Two upper sections and all lower 

For a display area 20 feet wide, it is only 
necessary to eliminate the two blank panels 
on the right end of the 30 foot layout. For a 
display space 10 feet wide, the four color 
sections are employed, two abreast and two 
vertical. 

Drawings make it easy for show personnel 
to set up the display. The various sections 
are packed and shipped in seven numbered 
crates. Components are arranged in the 
shipping containers so only five crates are 
shipped for a 20 foot booth and only two 
crates for a 10 foot space. Additional crates 
are used for floor tiles when required for 
the display area. 

With the new backdrop, Norelco can fea- 
ture one or two instruments to suit the par- 
ticular show situation. This uncrowded ap- 
pearance combined with the color presenta- 
tion of the company’s line of instruments 
and accessories has worked verty well to 
bring show visitors in for a closer look 
at Norelco products. 


Cadillac Plastic Buys 
Southwest Distributor 

Cadillac Plastic & Chemical Co., a divi 
sion of Dayton Rubber Co., has purchased 
the plastics distribution business of Delta 
Products Co., Fort Worth, Texas, a division 
of Air Accessories Corp. Delta Products 
was the largest plastics distributor and 
warehouser in the Southwest and regional 
distributor for more than 20 nationally mar- 
keted plastic lines. 

Manufacturing operation sot Delta Prod- 
ucts Co. were not included in the sale. The 
former Delta warehouse, in Fort Wort will 
be the firm’s third sales-warehouse facility 
in Texas and its fifteenth in the nation. 
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Limousine service to and from Trade Show Building 


Delicacies and refreshments. as usual 


tusten S Ayplay 


133 WEST 19th STREET 
New York ae ‘ Y. 













It is now common knowledge that Napoleon’s pop- 
ularity was due to putting up a “Good Front”. 
Under his tunic, his right hand held fast to the 

Without it, he could hardly 


have convinced so many people to follow him. 


Today we entreat you to take advantage of your 


PROVISO AUSTEN. to our showroom and 


see why we are more French this year than the 


R qs! que P gamle 











—A 15-year-old discarded paper mannequin was transformed 
into “Neptune's Daughter” in this swimwear display by James 
Helbling, display director of Franklin-Simon, downtown Cincin- 
nati . . . The mannequin was covered with excelsior and sprayed 
with aquamarine paint . . . Other props — anchor, pitchfork, 
branches — were salvaged from other displays and redecorated— 


—Dramatic use of string sculpture is used to 
focus the viewer's attention on this gradua- 
tion gift display by Albert Stewart, display 
director, Cobb's, Lubbock, Texas . . . Focal 
spotlights on the mannequin and gift mer- 
chandise make it stand out in sharp contrast 
against the black seamless paper background— 


ee. —This display can give notice of the quali- 

ty of the revitalized display program being 

| je. initiated by Montgomery Ward ... D. R. 

’ [2 Kouba, display designer, echieved a high 


fashion look for this attractive pair through 
the application of intense concentrated 
light on the vertical figures and Victorian 


Here : pole lamp against black seamless paper on 


walls and floor .. . This was used at 


and There | the Chicago store— 








—According to Ivan B. Diehm, display manager for Braunstein's, Wilmington, Dela., this 

display created more comment and customer reaction than anything done in quite some 

time . . . The mannequin was wall papered in tweed fabric and dressed only in accessor- 

ies . . . More of the tweed material covered a portion of the back wall and was 
featured in the apparel on the other mannequins— 





—A $2,799 mink coat by itself would certainly at- 
tract some passersby, but to make this luxurious 
fur appeal to the one person in the crowd who will 
be interested in considering its purchase, it must 
be more than just a fur coat in the window . . 

Ed Long, display director for Oppenheim Collins, 
Buffalo, accomplished this dramatic presentation 
with the addition of the black and white ornate 
gate design as a background and the tissue 

paper tree at the side— 
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meet 
ALL MAN Manly . , 
heads of plastic America S 


laminated fiber... 

sculptured to best-dressed 
a masculine detail... 

hand burnished... 

hand rubbed. 


RECESSED 
neckline... 

no “split” between 
the head and neck. 
Head poses in 


any direction. 


BRASS CAP 
designed for use 
with shirt or 
comes apart for 
drape cloth. 


RUGGED HANDS 
sculptured to 
suggest a variety 
of activity. Slide on 
adjustable rods to 
fit any sleeve 
length... All new 





PADDLE HAND can 
fit in “his” pocket 
and not disturb the 
trouser line. 


BUILT-IN CREASE 

insures perfect 

crease on the 

trousers. 

aan woes ends Member National 
for easy pinning. Association of 
No pin-damaged Display Industries 
trousers. (pat. pend.) * 


See this and other 
PERFECT FIT models demonstrated 


Plastic laminated at 

fiber body designed NADI 

for size 39-40. MARKET WEEK 
Recessed arms for New York 

natural shoulders. December 6-10 

NO PINS 

No “‘Take-ups”’ FREE ... descriptive 
Don’t hide the back. brochure on request. 
All-around view, 

Perfect from any 

angle, on 

turntable too. 


rem VOLE & VINEE 
223-227 S. Los Angeles St. - Los Angeles 12, Calif. wen 


Meet America’s best-dressed MANikin at your local distributor's showroom: « Art Cohen Co., 810 Penn Ave., Pittsburgh, Pa. * Paul Lugger, 2781 W. Broad St., Columbus, Ohio. « National Equipment, 
919 Broadway, Kansas City, Mo. * Nu Era Displays, Inc., 808 N. Seventh St., St. Louis, Mo. * Wray Williams, 534 Canal St., New Orleans, La. * Faye Perm Display Ltd., 8 St. Catherine St. E., Montreal, 
Canada *« Model Manikin Display, 1405 E. McDowell, Phoenix, Arizona * L. E. Hier Display Co.,.21 & 23 N. 6th St., Minneapolis, Minn. « E. B. Jack Castie, 21 W. Main St., Oklahoma City, Oklahoma 
Boston Button, Kneeland & Albany Sts., Boston, Mass. * Modern Displays, Inc., 620 - 11th St., Washington, D.C. * Standard Fixture Atianta, 166 Pryor St., S.W., Atlanta 3, Georgia *« Benedict's 
Display Equip., 309 S.W. Third Ave., Portiand, Oregon * Commercial Display Co., 339 S. State St., Salt Lake City, Utah * B. A. Jacobs, 855 S. Los Angeles St., Los Angeles, Calif. * Naythons Display 
Fixture, 909 Arch St., Philadelphia, Pa. « Ross Display Supply Co., 1409 Seventh Ave., Seattle, Washington © Standard Fixture Co., 1006 Commerce, Dalias, Texas * Samuel C. Dutch & Son, 719 
Main St., Buffalo, N.Y. « Fox Display Co., 2110 S. Flores, San Antonio, Texas * Morty Fay Displays, Inc., 853 N.E. 2nd Ave., Miami, Florida * Display Equipment Corp, 211 S. Wacker Dr., Chicago, II! 
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Portland Heralds New Hotel 


Windows announce opening of new Sheraton-Portland hotel with 
fashion tie-ins . . . Many props loaned by hotel . . . Restaurant 


publicized by Polynesian display .. . Red carpet for gown setting 


eg a ae 
eae 


ee Pd 


—Top, by Bob Riegelman, Chas. F. Berg . . . Center, by Bill Palmer, Meier & Frank 
Bottom, by Anne Daniels, Evelyn Gibson Gowns— 
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ISPLAYMEN in Portland, Ore., al- 

ways on the alert to tie in fashions 

and civic events, did an excellent job in 
adding to the excitement created by thx 
opening of the new Sheraton-Portland hotel 
in the Lloyd Center under construction. 

Several weeks before the scheduled open- 
ing Bob Riegelman, display director of Chas. 
F. Berg featured artists’ work samples otf 
the actual hotel paintings as background and 
art objects, wooden figures, etc. from the 
Polynesian Room interspersed with the man- 
nequins. Window cards pointed with pride 
to the important Fashion Show in which 
they were participating on the day ot the 
opening. 

Bill Palmer, display director of Meier 
& Frank turned a large corner window into 
a Polynesian setting with all its exotic 
beauty. Cards told the history of the col- 
lection of these works of art, and explained 
that they were to be used as atmosphere 
and decor in the beautiful new Kon Tiki 
restaurant in the hotel. 

Anne Daniels, display co-ordinator ot 
Evelyn Gibson Gowns, rolled out the red 
carpet, a handsome Oriental borrowed trom 
S. A. Kahl, and sent the mannequins 1 
beautiful tormals to the Charity Ball spon- 
sored by the Junior League, a very formal 
affair marking the opening of the _ hotel. 
large poster on wall read “Orchids (with 
real ones attached) to the Sheraton-Portland 
Hotel — Formal Opening Saturday, Septem- 
ber 26th — Junior League Charity Ball.” The 
gold keys with Hotel ‘S’ insignia attached 
to the card (some on jeweled key rings), 
also one in mannequin’s hand, picked up the 
theme of the table decoration on the Junior 
League supper tables. The first gown in 
the picture actually did go to the ball. It 
was sold ten minutes before closing time on 
Saturday. 


Spincraft Appoints 
New Sales Manager 

Robert J. Saggau, 39, has been appointed 
product sales manager of Spincraft, Inc., 
Milwaukee, Wisc., metal spinning firm, T. J. 
Salow, president, has announced. Mr. 
Saggau will handle the Spincraft line of 
non-contract spinning items, including the 
foundry ladle; scintillite, a rotating display 
light; line of dog food dishes, and electric 
Christmas tree stands. Spincraft plans an 
expansion of this department in line with the 
increased use of metal spinning in the manu- 
facturing of consumer products. Mr. Saggau 
formerly was special accounts manager for 
the Lauson Engine division of the Tecumseh 
Products Co., New Holstein, Wisc. 


Mahl Leaves Adsmundes's: 


Was With Store 20 Years 


Sam Robert Mahl, assistant display di- 
rector of Alexander’s, New York City, is no 
longer affiliated with this organization. Mr. 
Mahl was in charge of window planning for 
its four stores and had been with Alexan- 
der’s for over 20 years. He has not an- 
nounced his future plans. 
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Pralige: Floral 


For 


Eye-Catching Settings 


POLYETHYLEN 
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E CREATIONS 





Complete line includes exquisite ferns, foliage, 
flowers and aquatic plants duplicating nature’s own 


creations in coloring and detail... 


so life-like you have to 








#450 Huckleberry 








Gs 950 60th STREET Manufacturer 
re old. _Hssoci Lates. JVC, srooktyn 19, NEW YorK [nana 
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Touch \ 
IDEAL FOR OUTDOOR DISPLAYS - 


UNAFFECTED BY WEATHER 





+16/5 Papyrus 





+ +230 Bracken Fern 
#310 10-Branch Palm With or Without Wire 

=230-WF “Exclusive New 
Development” with 
Flame Proof Feature 


IMPORT Hs MANUFACTURER 
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+602-P Potted 
Double Blossom 
Geranium 
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Display For The Small Shop... 


A Garden Grows 
In My Window 


By ANNE DANIELS 


Display Coordinator 
Evelyn Gibson Gowns 


Portland, Ore. 


Borrowed props—in this case, 

bricks—again come in handy 

to assist our displaylady in cre- 

ating a flower garden in her 

fashion display . . . Inexpensive 
hat stands fabricated 


rf ALL BEGAN with a tremendous branch 
willows a friendly customer 
brought to me. It was lovely. It gave 
idea. I asked if I might have an- 
other and she obliged with several. I had 
the makings of two pussy willow trees for 
my window. 


ot pussy 


me an 


The branches were wired together and set 
in Christmas tree stands. How to hide the 
stands was the next problem. I felt some 
bricks might do the trick since the main 
tree was being placed in the corner of the 
window next to the brick wall. Turning to 
my good helper, the yellow pages of the 
phone book, I called the most likely brick 
concern. An obliging young man not only 
gave me an education in bricks, but also 
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delivered a load of 52 bricks to the window, 
to be used as long as I liked, courtesy of 
Sylvan Brick Co. 

That was the most fun window to plan, 
also the most back-breaking. There were 
really four bricks in one, and they each 
weighed 20 pounds. I made a single border 
all around the window, using the _ bricks 
horizontally. For the build-up in front of 
the trees, to conceal the stands, I used the 
bricks vertically. 

Behind the low brick wall I planted a row 
of plastic tulips in shades of yellow, yellow 
to orange, and red — the deeper tones as ac- 
cents in the corners. The tulips were stuck 
in green plastic foam strips. For a border 
of greenery, also to give the garden a more 
realistic look, I placed fresh salal leaves in 
pint jars of water hidden behind the brick 
wall. The effect was real. 

For a final touch, I placed some little 
birds in the pussy willow trees. An inexpen- 
sive variety of cotton birds was purchased 
from our display house, and these I painted 
the desired colors to co-ordinate with the 
clothes being shown. 

My spring garden was now ready for love- 
ly ladies to promenade in. 

The first week the mannequins were 
dressed in gray suits and costumes with 
white accents, with a touch here or there of 
yellow, but very little, as the garden was 
gay with color. 

For the second 


week, I changed the 


formation of the brick wall, shitted the tulips 
around and played up the orange tone in the 
tulips as an accent with black clothes. Even 
the birds in the trees took on a deeper hue 
and some flew down to perch on the brick 
wall near a little birdbath made of a disc of 
plastic over a piece of aqua paper. 

Easter was approaching and time for flow- 
er bedecked millinery. I had our wireman 
make a few dozen simple stem hat stands — 
a 6-inch circular base, a 3-inch top and 
varying lengths of slim rods tor stems. These 
stands were brassplated and cost less than 
$2 apiece. 

The tulips were removed trom the flower 
beds around the window and in their places 
lovely hats “grew.” The mannequins were 
dressed in spring costumes, each in a basic 
dark color — navy, soft brown and spring 
The the garden behind 
each was grouped with lovely hats compli- 
mentary to the worn by the manne- 
quin. In arranging the groups, some of the 
hat ‘flowers’ were placed on the brick wall 
and in front of it as well as behind it. It 
Rave a very good lesson in color co-ordina- 
tion. 


moss. section ot 


or yh ir 


The fourth and final week of gardening 
and brick-laying was the week before East- 
er, and time to go all-out with millinery. 
The brick wall in the center front of the 
window was brought out into a huge flower 
bed which was filled with lovely Easter bon- 
nets in riotous colors. The mannequins were 
dressed in rich tones of beige silk as a 
complimentary foil to the glorious colors in 
the flower bedecked millinery. 

The photo shown here, taken on the last 
day, also shows George Stern's handsome 
mink stole nonchalantly draped over the 
brick wall, adding a rich accent to the tones 
of the millinery. The costume on the man- 
nequin in the far corner had been sold and 
she was dressed in a coat for the one night 
to maintain the color balance. This window 
had sold all the beige silk costumes we had 
in stock. 

Tulips, plastic toam and millinery stands 
have been used again and again in other 
displays throughout the shop. The only real 
expense was $5 for salal leaves. I'll plant 
a different type of garden next year, with 
the aid of bricks, and I'll add another ex- 
pense item, a pair of tough rubber gloves 
for operation brick arranging 


Organizational Changes 
Announced by Reyburn 

Donald O. Bailey, president ot the Rey- 
burn Manufacturing Company, Inc., Royers- 
ford, Pa., announces the appointment of 
William R. King to the position of sales 
manager of the display division. The dis- 
play division will operate as a separate sub- 
sidiary of the company. A. F. Cote will 
continue in the position of sales manager of 
the tag and label division located in Phila- 
delphia. All changes are effective immedi- 
ately. The changes, according to Mr. Bai- 
ley, were made in the best interests of the 
company’s future progress. 

Reyburn has been manufacturing Reytrim 
single face corrugated display materials for 
over 20 years and also produces point-of- 
purchase displays. 
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out, outside many offices of The National Shawmut Bank of Boston, 
Massachusetts. He’s ideal for the job... weatherproof, waterproof, " 
elelemelalela-t-1.¢-1e)(-m 





NEGATIVE MOLDING WITH CELASTIC 


Nothing’s simpler ... all you need is new, improved Celastic, a standard activator (MEK, avail- 
able locally) and ordinary grease. (Alternative release agents: aluminum foil or wet newspaper.) 
This is how Shawmut Indians are made by Tirone Studio, Boston, Mass. 
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1. Grease mold we 2. tear pieces of Celastic 3. dip Celastic in regular 4. form into mold (no _ 5. finish inside seam with 6.let dry, remove 
(tearing givesafeathered activator (methyl-ethyl- tools needed)... join’ stripsofCelastic... from mold and 
edge)... ketone) two halves apply finish. 

For negative or positive molding, armature or free-form sculpture 


USE CELASTIC AND YOU'VE GOT IT MADE! 


A eater 


DIVISION OF WASCO CHEMICAL COMPANY 
5 BAY STATE ROAD, CAMBRIOGE 38, MASS. 


Exclusive distributors for display Celastic: MmABAR AWN FABRIC CORPORATION 






130 W. 46th St., N. Y. C. (branches in Chicago and Los Angeles) 
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By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 








ONSIEUR: 

We invite you on a tour du France 

at the New York Trade Show build- 

ing during Market Week, December 6-10. 

The splendor that is France will be our in- 
spiration. Tres Chic! 

Special accent “Paris in the 

with 


will be on 
Paris on display 
Such flair. 


Fashion. 


Spring.” flowers in 

French 
Your store will 
sales bountiful. Extra 


her hair 
flavor. 


la mode. 
Display 
Your 


be beautiful 
ordinaire ! 

Magnifique! For your boutique le meilleur 
in functional and decorative displays. Man- 
nequins. Fountains. 


kach display you 


Harlequins. 
Mache 
will adore 
What's Spring, the Paris decor 
will do wonders tor your Sales will 
soar. la Belle France Je tadore La 
Belle N.A.D.I. Encore! 
Furthermore, you need 


Sequins. 
Papiet Touche! 
more, by 


store. 


make no reserva- 
tions tor this Grand Tour through the Dis- 
play [xposition. 
December 6-10 


memorable 


Just come anytime during 
It will be exciting, 
and profitable 

Grand Prix will be a holiday trip for two 
to Paris via Air France It will be “April 
in Paris.” 


colortul, 


( ordialement, 
Gasthoft, President. 
The preceding 


karl 
RIP] invitation 
president, Earl Gasthoff, was sent 


POST S( 
ITO ut 


‘ 


0 everyone on our mailing list during 
November fhe invitation announcement is 
published, as part ot the N.A.D.] 


you did hot hear 


Newsgram, 
Case from us via 
We hope you will be able to 
important industry event 
— NADI — 

SHOW HOURS: 
Sunday, December 6 
Monday, to 6 p.m. 
luesday, December 8—9 a.m. to 6 p.m. 


10 a.m. to 6 p.m 


December 7—9 a.m 
Wednesday, December 9—9 a.m. to 6 p.m 
December 10—9 a.m. to 1 p.m. 
— NADI — 
ALI The total count otf exhibi 
as of November 2nd, was 80, with more 
due to sign before the month ends. 
70 per cent ot the exhibitors will be 
large show 


Phursday, 


ROLL ¢ 
tors, 
()ver 
using 
The second floor, which 
shortly after the event was 
announced, will have exhibitors such as Sil- 
vestri Art Karl Gasthoff 
Company, Dave American Fix 
ture, W. L. Stensgaard, Garrison-Wagner, 
Spaeth, Bulkley-Dunton, Schliemann-Borgos, 


areas. 
was sold out 


Manufacturing. 
Starkman. 
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Gordon Keith Originals, Rip Studios, Mitten 
Letters, Fawnfield Fountains, D. & M. Sloan, 
Puddu & Martinelli and Thall Plastics. 

A list ot exhibitors to 
elsewhere in this 
date 


November 2nd is 
Every indicator to 
that we are on the 
successful Spring Show. 
presence will help make it so. 
— NADI — 
AIR FRANCE: The grand prize in con- 
nection with Market Week events will be a 
trip for two to Paris via Air France, the 
world’s largest airline. The trip will be tor 
Springtime travel prior to June Ist. 

The N.A.D.1I. will award, in addition to 
providing tickets for two, $300 to the win 
ner towards expenses while on this holiday 
trip to Paris. The winner’s name will be 
announced at 5 p.m., Wednesday, December 
Oth, at the New York Trade Show building. 

To be eligible, visitors must obtain and 
fill in the required data on cards which will 
he available at the Market Week registration 
desk. 


issue. 
tells us 
another 


way to 
Your 
Plan to come. 


Then, as registrants make the rounds 
at the Trade Show building, the cards will 
be punched by French Mademoiselles 
will be stationed at kiosks located through- 
out the exhibit floors. 

( ards 


who 


completely punched then be 
dropped into 
The 
will be made trom these cards. 


cards will also be used to draw 


can 
ticket hoppers at various exit 
points. drawing for the Grand Prize 
The returned 
for winners 
of daily prizes, among which will be musical 
cigarette kiosks, 
fully decorated 


in a golden finish, beauti- 
with French and 


Miaent- 


posters, 
which play ‘Paris in the Spring.” 
fique ! 

CAFE DE LA 


motit 


PAIX: To complete the 
Parisienne, we will have sidewalk 
cafes, Cate de la Paix style, in several areas 
at the 
fours will be served. Delicieux! 
— NADI — 

ESSAY CONTEST: The N.A.D.I. 1s spon- 
soring an essay contest among college and 
university students with cash awards rang 
ing from $50 to $500 as prizes tor papers 
deemed outstanding. The subject will be 
“The Role of Window and Interior Display 
Selling Medium in Retailing.” The 
competition will close May 4, 1960. 

The slanted to 
marketing since it is 


show site Cate au lait and petits 


as a 
contest is retailing and 
from within 
that area that case histories and supporting 
statistics may emanate to prove again the 
principle that display moves more merchan- 
dise taster with greater profits than compet- 


students 


ing media. Equipped with counters and 
tabulation sheets and gifted with analytical 
skills, this type of student will turn up 
many forceful facts and figures for the 
industry. 

The panel of judges is composed ot: Ken- 
neth Duncan, display director, Allied Stores 
Corp.: Sylvan Freund, president, Decorative 
Plant Corporation; Lester 
columnist, Women’s Wear Daily: 
Head, instructor in Retailing, New York 
University School of Retailing; Gabriel 
Valenti, managing director, N. A. D. I. 
EXECUTIVE SEARCH: We have been 
contacted by a management consultant firm, 
which specializes in the ad field, for assist- 
ance in locating an art 
motion man for an agency. He will 
up point-of-sales and the sales promotion 
department of an 


Gaba, display 


Joset 


director-sales pro- 


head 


expanding advertising 
agency located in the South. For more in- 
formation, please contact the N.A.D.1. at the 
New Yorker hotel, New York, N. Y. 

— NADI — 
NECROLOGY : Joseph Cohen of United 
\rtificial Fruit died on October 26th follow- 
ing a heart attack. Joe was widely known 
in the trade and was one of its most popular 
figures. He had spent the 
the display field as a designer and a sales 
man. Condolences, on behalf of the 
bership, are extended to his widow. 

— NADI — 
SPEECH CONCLUSION : Here is the con 
clusion of the speech made by the writer before 
the St. Louis Display Guild recently : 

I've touched upon the importance to the 
budding executive of the persuasive arts and 
the commercial arts. The next area for de 
velopment would be in the arts themselves. 

\ magazine ad I saw recently states the 
case beautifully — It said, “How Long Has 
[It Been Since Your Mind Was Stretched By 
a New Idea The Great Books series 
was being sold. As we get wrapped up 1n 
our specialties and in our daily obligations, 
we stop absorbing new knowledge that leads 
to new We fail 
future. 

I’m not here to sell the “Great Books,” but 
[ would say this to any aspirant for greater 
things and the better life: “the top executive 
is someone who somehow got himself much 
better educated than most other people.” If 
you have chosen a creative calling, and as a 
displayman you have, live in a creative at- 
mosphere. Read the “Great Books” — and, 
by all means, read the new books, the inspir 


last 20 years in 


meni 


concepts. to maximize our 
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ing and provocative ones in your field and 
related fields. Subscribe to the trade maga- 
zines both here and abroad. See the ballet 
when it comes to town. Go see the latest 
shows from Hollywood, the best from 
Broadway. Shop the windows in your home 
town and in other cities when you can. Visit 
trade shows. Have another look at what is 
in your local museum. All of these mediums 
will give you ideas and LEAD to greater 
achievement, and then, when they write a 
sequel to the book “Status Seekers” — you'll 
see displaymen ranked in the top status 
group. By exploring the arts, then, you 
will become a better executive. 

The fourth and last executive ability to be 
assessed 1s leadership. An executive 1s 
‘‘one who can select, train, and lead others 
to a successful objective.” That’s the best 
definition of LEADERSHIP I've run across. 

It is disillusioning to hear that display- 
men, because of their creative talents, are 
individualists and, as such, are not gregar- 
ious and that they are unwilling to share 
their “know how” with others. If there 1s 
an ounce of truth in that, the bright picture 
| painted before should be turned to the wall. 
The good executive, and this applies no mat- 
ter what organization you are in, will have 
power of personality and have an interest in 
and affection for people. He is interested in 
cooperation among people and, by the same 
token, in the success of the entire enterprise 

the store. 

Instances may arise where an executive 
will pigeonhole a man tearing eventual job 
competition. This is not fair to the young 
man or to the profession. In Europe, they 
use the apprentice to journeyman to master 
displayman system and thus the young man 
gets complete opportunity to learn and ex- 
pand at all levels. Here, the young man 
sometimes may remain at the window trim- 
mer level for years. If the man has talent 
and works hard, provide paths of promotion, 
and don’t hesitate to let the path run out of 
your department and even out of your store, 
if greater opportunity beckons. By doing 
this, you will help make the display field a 
rewarding career area tor the young man. 

This leads to the career aspects of the dis- 
play field. In managerial economics, they 
have an approach called maximizing the fu- 
ture. You piece all past and present facts 
together, do some statistical projecting and 
you forecast the future. Then you harness 
your managerial and economic forces to 
maximize the future. We can do the same 
thing in display. 

Display has come a long way in the last 
50 years, with the broadest jump taking place 
over the past 20. We have seen the growth 
ot the suburban stores, the resurgence of 
downtown stores, the growth of self-service, 
the stress on interior display. 

The display profession has made an im 
portant contribution to this growth by apply- 
ing showmanship to merchandising. That's 
the past and present What’s the future? 
More suburban stores in which interior and 
exterior displays will predominate, more 
“closed-to-trafhic” shopping malls downtown, 
more redesigned main floors such as Bendel 
opened in New York recently, and, when 
color television takes over, display will pro- 


[Please turn to page 9o] 
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e Sanmist 
e Fawntone 
e Wild Rose 
e Parakeet 
e Trellis Green 


@ Morning Glory 


See the above and 
many other new 





items in 

SPACE 204 
N. A. D. 1. 

Display Market 

Week 

December 6-10 

N. Y. Trade Show 

Building 





SEAMLESS 


Available in the following 


@ 107 in. width x 12 yds. @ Ribbon Widths 2-4-6-8 in. 
@ 107 in. width x 50 yds. @ Sheets 26 in. x 40 in. 
@ Scatter for your floor 


Don't Be Switched. _. INSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


Write for Free Color Card ... Jobber Inquiries Invited 


BULKLEY DUNTON & (CO., INC. 


Bulkton Display Division 
CORRY 2-8257 | CORRY, PENNSYLVANIA 
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—Mid-morning view illus- 

trates how reflections of 

outside brightness make 

shoppers squint and stoop 

to see merchandise. Few 

shoppers would bother to 
stop— 


— Reprinted from Today's Business — 


—Reflections disappear 
when illuminated plastic 
back panels and strong 
overhead lighting from re- 
flector spots put new life 
and sparkle on items in 
store's show windows— 


—Opened panel of fluores- 
cent lamps reveals sheet 
of translucent plastic which 
from street appears to be 
a glowing sheet of light. 
Man is holding one of 
spots used for overhead 
illumination. Drawing at 
the right shows details of 
construction and spacing 
of lamps— 





A Hit... 


Day Or Night 


This small store's show windows play a vital role 
in the amount of time shoppers spend looking and 
buying. This wasn't the story, though, until the 
veiling glare of outside reflections — the culprits 
that reduce a show window's selling power — 


were defeated 


Basically, the problem of overcoming win- 
dow reflections is one of providing enough 
illumination inside to overcome a high per- 
centage of the outdoor brightnesses. Glass 
windows and fronts pick up the reflections of 
buildings, autos, people, sky haze, pavements 
and sidewalks. Passing traffic sees these 
reflected images instead of the merchandise a 
store wants to sell. 


When the lighting specialists from the elec- 
tric service company offered a plan to over- 
come this problem at the Lobby Hobby Cam- 
era Shop, management gave the go ahead. 
They are glad they did. Despite Detroit's 
1958 recession, sales at this store have forged 
ahead — about 20% ahead of last year's 
volume. 


peso SSS SS 
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PLYWOOD — 
SPACING OF RAPID START 40W FLUORESCENT 


STANDARD COOL WHITE STRIPS IN 
LUMINOUS DISPLAY WINDOWS 
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VERSATILE PEG-LADDER DISPLAY UNITS 


No matter what your space limitations may be, completely 




















adaptable Peg Ladders will do the trick. They are equally suited 
for use as floor units, for wall displays or suspended from the 
ceiling. By adding peg board panels as shown at left, merchandise 


can be displayed to its best advantage. 






































PEG LADDER SETS 
No. LB-59—Set consists of four 1 ™ 
black wood ladders in your choice of | 
two sizes. oe . 2 , a 
| Large Size: Each ladder 18 in. by | 
| 6 ft. Per set ag ’ " 
| SP ecco a weds os $29.95 } i 
. 
| Medium Size: Each ladder 9 in. by if 
| 3 ft. Per set | aoe 
| ih a dw $15.95 : | = a 
. mh ae | | ; 
| — WHITE PEG BOARD PANELS : 7 
(* Size of each panel 11 in. by 4 ft. | 
wi Per set 
GF a $10.00 
Use individually or in group combinations as shown in NOTE: Peg board panels are not in- Shown above is two ladder 
illustration above. cluded with Peg Ladder Sets. unit with shelving. 
GARRISON-WAGNER COMPANY 





2018 WASHINGTON AVE. - LOUIS 3, MISSOURI 


EMU Dyttors 
BRILLIANT Siiecise 


Unmatched for brilliance .. . unequalled for 


| sparkle . .. and now, TARNISH-PROOF to 

a le : epi its Savgue afer continual ie eee 2 
Ai 4 t brillic i : hese vote spark ey e =o ne ds 

| initely, use Pot re Tarnish-Proof Silver 
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—Celebrating the Jewish festival 
of Purim was this display by 
Deco, free lance display firm of 
Haifa, Israel, for Matzkin & Co. 
of that city .. . The window de- 
picts the Summ#t-Purim Ball tak- 
ing part on, or better, in the 
moon, to be reached by an illu- 
minated passenger-carrying mis- 
sile . . . Background is all black, 
with the moon and numerous 
stars standing out... Among the 
statesmen are Egypt's Nasser, 
America's Eisenhower, Russia's 
Kruschev, England's MacMillan, 
France's DeGaulle, Israel's Ben 
Gurion and a local lady diplomat 

. All are shaking hands with 

one another— 


| sernationsiie 


—An unusual rattan figure becomes the mannequin for a draped 
spring and summer cotton fashion in the window of Indanthren- 
Haus, Munich, Germany, where the display was arranged by Helmut 
Weber . . . Other fabrics —each described and priced —oare 

arranged throughout the window in tasteful folds and swags... —McGregor sportswear never had it so good as when Angel 

The lighting does an excellent job of showing off the materials Conessa Pallares of Bazar Americano, Panama City, Panama, sent 

for color and texture— his Roman gladiators off to the arena clad in sport shirt and slacks 

—and borrowed helmets . . . Chariot, wheels and horse's head and 

hooves were fabricated of cardboard, as were the columns .. . 

Figure on chariot is stuffed with paper and suspended along with 

the helmet from the ceiling in action pose . . . No doubt this was 

a time-consuming job to install, but the attention attracted would 

be certainly worth the effort— 


—Typical of the display originality of Hans Erhardt, Jelmoli, Zurich, 

Switzerland, is this arrangement for selling spring cottons . . . The color 

scheme is lavender, green and yellow; the wooden frames, pitchfork, 

rake and wheel in lavender; the background sketch in green and yellow; 

fashions in a lighter lavender and pale yellow-to-white . . . Wire sus- 

pension, as usual, plays an important role in creating an airy feeling 
in the window— 











presents 


the Great Masters 
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Horizontal 
Turntable 
Capacities 
From 500 Ibs 
to 30 Ibs 
Vertical 
Models 
Available 


AVAILABLE 
From 
LOCAL 


| Dée-DISPLAY PARNDE Noy baa 


MERKLE—KOREF 
GEARED MOTORS 


MERKLE-KORFF 


GEAR CO. , 








| Styrofoam, 














Noted Designer Joins 
Ben Walters 

Miss America Martin, noted designer and 
sculptress, has joined Ben Walters Inc., New 
York City. She has had wide experience in 


| the threatrical, television and display fields. 


Miss Martin will introduce at the NADI 
Market Week a line of display novelties of 
Snofome and other mediums. 
This line will be low priced and aimed pri- 
marily for jobber resale and chain store 
usage. 


49th NRMA Convention 
At New York, Jan. 10-14 

“Start the ’60’s Right,” will be the theme 
around which the 49th annual convention of 
the National Retail Merchants Association 1s 
pointed this January, it was announced by 
J. Gordon Dakins, executive vice-president 
of the Association. The convention, usually 
attended by some 5,000 retailing executives 
each year, is scheduled for Sunday, January 
10 through Thursday, January 14. 

Among the discussion sessions that will 
be of particular interest to displaymen are: 
Monday, a case history of how McCurdy’s, 
Rochester, has pioneered research, staff in- 


doctrination and a new kind of advertising; 
Wednesday, a panel of fashion coordinators/ 
directors, along with merchandisers and 
manufacturers, will wrestle with the subject 
“Coordinated Selling Creates More Volume ;” 
Thursday, a round table discussion of vari- 
ous promotional aids and the general sub- 
ject of “How Can We Get Better Dealer 
Aids?” There are several other discussions 
that would be of general interest. 


Rainbo-Lite Color Wheel 
Converts to Spotlight 


The Rainbo-Lite is a revolving color wheel 
finished in brass and permits 48 color changes 
per minute. It is adjustable to almost any 
angle and converts to a spotlight. It has red, 
amber, blue and green. Bulb is not included. 
Lights and additional information may be 
obtained from North American Signal Co., 
1620 S. Canal street, Chicago 16. 


Sid Nagler Studio 
In New Quarters 

Sid Nagler Display Studio announces the 
removal of factory and office to the Starrett- 
Lehigh building, 601 W. 26th street, New 
York City 1. 








——— 











A 


Te. Ml. 


DISPLAY DIRECTOR, 
PROVIDENCE, ®.|. 


SPENT TWO OF HIS THREE YEARS 
IN ARMED FORCES IN EUROPE... 
AND HIS MUSICAL BACKGROUND 
LEAD HIM TO BE PART OF THE USO 
CAMP SHOWS. HE ATTENDED 
RHODES ISLANDS SCHOOL OF DE- 
SIGN, WHERE HE LATER RETURNED 
a AS AN INSTRUCTOR IN THE EVENING 
Fi. Drision. 


A MEMBER OF THE PROVIDENCE 
ART CLUB AND THE PROVIDENCE 
WATER COLOR CLUB. 


HIS HOBBIES ARE PAINTING.... 
(OIL AND WATER COLoRs )- 


4 4 CERAMICS, REFINISHING FuR- 


NITURE. AND 
DECORATING. 


afr 
» 


INTERIOR 


(he 
A MEMBER OF THE DARKER 
PLAYERS AMATEUR THEATRE 
GROUP FOR WHICH HE HAS 
DESIGNED @STUMES AND 
BACKGROUND SEMNGS 


THE PEERLESS CO. 


| 
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SEE UTILITY DISPLAYS INSPIRED BY 


the new Yonch Dpovnsuiel toad 


> graceful, delicate, and florid ¥ 

vonnes graces and the French painted ee 

linens — toiles de Jouy — have inspired a => 
| stag F saea, 

new line of Ferrocraft displays and fixtures. aie” 






The light and lively styling of these 
gleaming brass and black iron designs say 
“In good taste” to your customers. 











Put on your snappiest beret 





and visit us in space ee 
So id 
430 : - 
New York Trade Show Building 


December 6 through 10 
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To All Jobbers .. . 
HUD Floral Manufacturing Company 


Boston, Massachusetts 
is pleased to announce the establishment of a New York 
showroom for the added convenience of its customers. See 
the most complete line of display items for all seasons. 


Address: 163 West 23rd Street 
Telephone: CHelsea 3-3600 








Mr. Donald Pozner will be on call to assist you at most times. 


By appointment only. Please call. 
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VELCRO 


THE “MECHANICAL” TEXTILE 


Opens the door 
tO new ideas 
In display 








N.A.D.1. 


N.¥. TRADE SHOW BLDG. 


DEC. 6-10 
ROOM #316 








® Display in ways and 
on surfaces you ve 
never used before 


® You have to see VELCRO... 
try VELCRO... 
to believe it! 


Distributed and stocked by 
MAHARAM FABRIC CORPORATION 
130 WEST 46TH ST.. NEW YORK, N. Y. 
Manufactured by 
VELCRO SALES CORPORATION 
681 FIFTH AVE., NEW YORK 22, NY. 


VELCRO® REG. U. S. PAT. OFF. 








GLAMOUR... ESSENTIAL INGREDIENT 
IN SELLING DISPLAYS 


[Continued from page 29] 


was telling a selling story and the collection 
of hosiery legs in brilliant colors definitely 
glamorized this window. 

sulky carpet is always difficult to display 
but it can be glamorized, too. In this example, 
the theme we used was “walking on air” for 
wool carpeting with an exceptionally springy 
weave. To attract plenty of attention to this 
display, | suspended a negligee-clad mannequin 
in the air, legs posed as in walking, and to 
further the idea, put a string of cut out “foot 
prints” behind her, again on _ near-invisible 
music wire. The backdrop was a carpet roll 
filling up most of the window, with five 
smaller roll examples projecting out from the 
left side of the window. As an added touch 
of humor, a small dachshund also apparently 
“standing on air” was leaping up affectionately 
at his mistress. This window, with soft 
floodlights helping to bring out bright color 
contrast, was a definite “trafic stopper” and 
personifies the sort of glamour we most like 
to put into display of prosaic, everyday items. 

There is seldom anything glamorous about 
vacuum cleaners, no matter how well they may 
be designed. In making up this window, we 
wanted to call attention to the low overall 
price of the vacuum plus its handsome eye 
appeal. Consequently, the window was en- 
closed in black and a three-step table used to 
show three examples of the sweeper equipped 
with different attachments. At the left of the 
window, the mannequin was shown apparently 
sweeping up every bit of black cork dust, 
scattered over a linoleum tile floor. The crux 
of the window, guaranteed to catch attention 
from any point, was a wicker basket suspended 
in mid-air and filled with some dollar bills, 
some of which appeared to be fluttering down 
to the floor. The slogan, “Save a Basketful 
of Dollars” was used on a strip sign across 
the center rear of the window. Just imagine 
how unattractive and uninteresting, a simple 
mass display of vacuum cleaners by them- 
selves would have been! The results from 
this window were extremely gratifying. 

During the Christmas holidays, we devoted 
six windows illustrating children’s prayers 
and carols. This window, entitled “Our Fa- 
ther Who Art In Heaven,” contained a church 
bench finished in antique brown. The children 
in front of it were animated — girl and boy 
would bow their heads while another smaller 
child dozed against the bench in a natural 
breathing motion. The others were: “O Come 
All Ye Faithful,” “Now the Day Is Over, 
Night Is Drawing Nigh,” “Give Us This Day 
Our Daily Bread,” “Now I Lay Me Down To 
Sleep” and “Silent Night—Holy Night.” 

Windows of this type, we are certain, were 
responsible for the tremendous flow of people 
to our end of town. The over-all effect was 
extremely attractive and held a magnetic ap- 
peal for all—adults as well as children. 

| might add in conclusion, that displays 
which combine selling ideas with glamour, 
will certainly sell more merchandise than dis- 
plays which merely suggest a particular item. 





When writing to firms concerning news items 
or advertisements, make sure to include the 
correct page number and issue of DISPLAY 
WORLD, so your request can be handled swiftly. 





Sales Promotion Center Offers 
Per Diem Sample Rooms 

Something new in convenience for the 
traveling factory representative is available 
at the Sales Promotion Center in Los An- 
geles. 

Salesmen can rent sample rooms on a daily 
basis. Here, in the heart of the business 
area of Los Angeles, close to all transporta- 
tion, freeways, the civic center, downtown 
hotels, major buying offices and the whole- 
sale district, a sales representative can 
schedule showings of his merchandise for 
the greater convenience of his customers. 

This avoids the confining atmosphere of a 
hotel room, with ample space for all mer- 
chandise to be properly and attractively dis- 
played, a Center spokesman claims. In ad- 
dition, the salesman may avail himself of 
telephone and message service, free parking 
and the library of nation-wide telephone 
directories. Constant buyer traffic within 
the Sales Promotion Center offers the added 
opportunity for developing new accounts. 
For information write to 1200 S. Figueroa 
street, Los Angeles, or phone RIchmond 


New Wire Design Handbook 
Offered by Titchener 


A handbook for display rack and point-of- 
purchase designers shows how engineers 
were able to cut costs and improve the 
quality and sales appeal of their products 
through the use of wire and strip metal com- 
ponents. 

Offered by FE. H. Titchener & Co., custom 
wire components manufacturer of Bingham- 
ton, N. Y., the handbook describes the ma- 
jor types of wire available for display 
component construction, the most popular 
finishes, wire sizes, and the variety of end 
treatments, threading and forming possible. 

The handbook also describes Titchener’s 
design and model shop facilities which are 
available and equipped for consultation and 
prototype production for display manufac- 
turers and buyers. Modern manufacturing 
facilities are illustrated and _ described. 
Copies may be obtained by writing Custom 
Design Department, E. H. Titchener & 
Co., 57 Clinton street, Binghamton, N. Y 


No Lubrication Needed 
On New Motor 


Howard Industries, Inc., Racine, Wisc., 
has developed a new sealed-in-lubrication 
unit-bearing low-cost fractional horsepower 
electric motor called the Howard S/L-1085, 
made to run continuously for years without 
attention. This quiet, new motor which does 
not need to be lubricated has been designed 
for a wide range of display applications. 

When this new motor is built, the lubricat- 
ing oil is sealed inside the turning-rotor, a 
patented feature, thus cutting down oil oxi- 
dation to a minimum and eliminating the 
need of future oiling. In fact the company 
guarantees the motor to run five years with- 
out oiling. Laboratory tests indicate this 
new Howard S/L-1085 motor should run 
continuously for ten years or more without 
attention. 

For further information about the new 
Howard S/L-1085 electric motor please 
write Department 26, Howard Industries, 
Inc., 1760 State street, Racine, Wisc. 
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Display Service Division 
Announced by Parrish 

Formation of a display service division of 
Amos Parrish & Company, Inc., New York 
City, retailing and marketing consultants, 
has been announced by James H. Pickering, 
president. The new division will be under the 
direction of Robert Leyden, formerly with 
the stores promotion division of the company. 

Mr. Pickering said that the new division 
will provide both synidicated display service 
and custom work. He pointed out that the 
display service will be sold exclusively to 
one store in each city. He stressed the fact 
that the service emphasizes strong design 
rather than stock, mass produced visual 
techniques. 

An outline of services of the new division 
provided by Mr. Leyden includes: both cus- 
tom and stock posters, backgrounds, pen- 
nants and streamers, counter cards, die-cut 
and three-dimensional displays, employee 
badges, decals and papier mache and motion 
units. He said that Parrish would issue a 
catalogue of syndicate display material ap- 
proximately tour times each year. The cur- 
rent catalogue now being mailed to stores, 
covers January white goods events, January 
clearances, Valentine's Day, spring sales and 
aster. 

Other divisions of Amos Parrish & Com- 
pany provide both manutacturers and re- 
tailers such services as store and shopping 
center design, fashion consultation, sales 
training aids, statistical operations analysis, 
sales promotion programs, executive pro- 
curement and leased department negotiations, 
product development and marketing pro- 
grams. 


Burlon Burlap Fabric 


Introduced to Decorators 

Burlon, a super quality burlap made by 
only one mill in all India from the finest 
quality jute yarns, was given extensive pub- 
licity on the front cover and inside of a 
recent issue of Living for Young Home- 
makers.The fabric comes in dark and pastel 
solid colors and new printed designs. Write 
to Van Arden Fabrics, 110 Murray street, 
New York City 7, for samples and price-list. 





DeWeese Hospitalized 
With Broken Hip 


Jack DeWeese, who only recently opened 
new showrooms in Miami, Fla., is now hos- 
pitalized with a broken hip suffered in an 
accidental fall. Following complications, 
surgery was required. It was successtul 
and his condition is satisfactory at this time. 
He is in Jackson Memorial Hospital, Miami, 
where he will be glad to hear from his many 
friends. In the meantime, his wite Rachel 
is handling the business. 


Schliemann Borgos 
Expands Facilities 

Schliemann Borgos, New York City dis- 
play designers and manutacturers, has rented 
about 3,500 square feet of additional space 
for factory and production on the fourth 
floor, 162 West 21st street. The firm will 
retain its present showroom, 149 West 2Zlst 
street, as design laboratory and _ business 
office. The expansion calls tor additional 
personnel, the firm said. 
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we use But- Seamless because of its ver- 
ler's Sunfast Seamless’”’ 


rank Faber Display Products eannsotties 


windows when 


CONRAD 


“Uniformity is important re- “We design our window and “We depend on Butler Seam- 

gardiess of which of Butler's interior displays with Butler less because, roll after roll, 

47 fashion colors we use”’ in mind and get quick, easy it comes in the same con- 
Jack Cobb, to install displays’ sistent shades.” 

BLOOMINGDALE’S R. B. Kohiman. Charles Nelson, 





makes sun-fastness an im- Butler Sun-Fast Seamless be- papers in the latest fashion 

portant factor in the selec- cause of its felt-like texture shades because they are al- 
tion of Butler's seamless’’ and muted shades’ ways available” 

George Somers, C. H. Barton, Jack Quinn, 
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“We maintain our Fifth Ave- “We love to plan windows “The flexibility of Butler 
nue fashion flavor with But- with Butler products” papers contribute to the 
ler Sunfast Seamless and Adolph Van Hollander, Peck & Peck look in all of 
color-coordinated novelties’ GIMBELS our 60 stores’ 

Gene Moore, David J. Cramer, 
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“Our West Coast location “Our display staff prefers “| plan ahead with Butler 









SUPERIOR: 


FASHION COLORS °¢ SERVICE 
RIGIDITY © UNIFORMITY . 
SUNFASTNESS 


Write or wire for FREE sunfast seamless 
Swatchbook and catalog of display specialties _ - 
and name of your nearest Butler Distributor. —<— 


BUTLER PAPER NEW YORK CORP. 
Room 703, The DISPLAY CENTER, New York 
400 Eighth Avenue, New York 1, New York 
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AUTOMATIC 


TACKERS 


VERSATILE! DEPENDABLE! 


FOR ALL-AROUND FASTENING IN 


DISPLAY WORK 


GUN TACKER 4 


Use where lighter, shorter staples are needed. 
ideal for mounting crepe paper, cloth window 
dressings and wall posters. 


GUN TACKER 


Use where heavier, longer staples are needed. 
ideal for assembling floats, store exhibits and 
show exhibits. 


HT-SO0 
HAMMER TACKER 


Quickly and securely staples with each blow. 
ideal for nailing backdrops, woodwork construc- 
tion and wherever heavy nailing duty is required. 


| ONE-HAND OPERATION— 
Frees other hand to hold material being tacked. 


FASTER— 
Automatically faster than hammer and nails for 
all sorts of fastening jobs. 


MANEUVERABLE— 
Gets into close corners. Drives staple flush within 
1/16” from any right angle. 


VARIETY OF STAPLE SIZES— 


Arrow staples come in 12 sizes, ranging from 
mz 3/16" to 9/16" leg lengths, for every purpose. 


Sold through jobbers 
Write for catalog 
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Editors Comment 


(Continued from page 22) 


Washington, D. C. The FTC Chairman warned, 
in reference to the recent TV quiz scandal, that 
advertisers are bound to be uneasy about 
Situations where their products are associated 
with programs which turn out to be dishonest. 

He declared: "Only a trusting public brings 
value to an advertiser's dollar. Let any abuse 
of public confidence undermine this trust and the 
broadcasting industry is hurt, and hurt badly." 

Last May this column pointed out how public 
confidence was being shattered in newspaper and 
radio advertising. Now the monkey wrench of 
public distrust has been tossed into the TV 
camera. 

Also there have been occasional comments in 
merchandising circles that some stores are not 
being particular enough of the quality of the 
products offered for sale in direct mail brochures 
and catalogues. These are usually offered 
pre-printed to stores and overprinted with the 
store's name. As one spokesman said: How can a 
store spend a century building up a reputation 
for top quality merchandise, and sell this 
reputation out by offering its customers 
questionable mail order products.” 

Don't lower the truthful standards of 
display to the level of other media! Demand that 
correct prices be displayed with top quality 
merchandise. Show only merchandise representative 
of the quality and selection for sale within the 
store. Don't resort to trick lighting, color 
effects that turn cotton to cashmere. Don't 
make extravagant claims in your sign copy. 

The public trust should not be flaunted by 
any advertising media. It's up to you to maintain 
the high acceptability of display by the buying 
public. f 

If you are interested in learning more 
about silk screen process after reading the 
article in this issue on the sign department of 
Woodward and Lothrop, Washington, D.C., please 
let us know. We have a source for a series on 
this subject, if the desire and need is evident. 


Cordially yours, 
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Soft colors. . 


. new eye appeal... 
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effectiveness . . . accenting the creations of 
display directors who've discovered the 


versatility of SARGENT DISPLAY FINISH. 


A wide selection of fast-drying, velvety 
shades . . . compatible with all display 


materials . .. proven durability in all 


window and interior applications . . . 
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outstanding qualities that make SARGENT 
DISPLAY FINISH the fastest growing basic 


implement of the display artist’s trade. 


We will gladly supply the name of your 
nearest source. 


Some Distributorships Available 





, the Sargent- Gerke Co. nGIANAPOL 


Nationally 


»ous Sargent Pa 








, DIRECT IMPORTERS 


our line is ready 


Hanging Forsythia, etc. 
Paper & Cloth Ivy 

Paper & Cloth Philodendron 
Paper & Cloth Tulips 

Paper & Cloth Lilacs 

Paper & Cloth Blossoms 
Paper & Cloth Wisteria 
Paper & Cloth Azaleas 
Paper & Cloth Daisies 
Cloth Geraniums 

Dogwood 

Cloth Easter Lilies 

Paper & Cloth Rose Sprays 
Cloth Carnations, branched & heads 








Paper Carnations 

Cloth Gardenia Sprays 

Cloth Hydrangea 

36” Parchment Parasols 

Cotton Lace Parasols & Units 

Loose Cloth Boston Fern Plants 

Natural Bamboo Bird Cages 

Natural Bamboo Poles 

Smoked or Honey Colored Bamboo 
Poles, 1144” and 2” x 9 

Yucca Poles 

Princess and Other Types Baskets 

18” and 36” White Plastic Fences 

Plastic Flowers and Foliages 

Green Plastic Asparagus Ferns 

Green, White & Colored Plastic 
Coco & Adiantum Fern 

Natural & Colored Fishnet 

Seine Nets with Floats 

Prepared Asparagus Ferns 


Prepared Adiantum Fern, bleached, 
green, pink, lavender and yellow 


Cedar & Birch Poles 

10” Natural Cherry Trees 
Cherry Branches (Crowns) 
Feather Birds 





Grassmats 

Cocofibre 

Small & Large Nylon Butterflies 
Foiding Lattices 

36” White & Redwood Wagon Wheels 
Green & Colored Palmetto Leaves 
Cotton & Rayon Roping 

Natural & Paper Stake Vining 
Mercerized Branching Machine Cotton 
Imported & Domestic Cloth Plants 
Reed Twists, 12” x 25’ and 12” x 1” 
Plastic Tube Twist, fpf. 12” x 1¥ 
Imported Reed Mats, 6’ x 15’ 

Woven Moro Mats, Tonga Mats 

Wood Chip Blinds, 3’ x 6’ & ¥ x # 
Folding Bamboo Lattice, 2’ x 6’ & 4’ x8” 
Bamboo Curtains, 3’ x 8 

Bamboo & Rattan Chains 

Green Prepared Phoenix Leaves, 4’ & 6’ 
Green Prepared Smilax 

Cloth Birch Leaf Sprays 

Sea Shells, Sea Fans, Star Fish 

30” & 36” Woven Circles 

Colored Sands—W oods—Raffia, etc. 
MANY OTHER WICKER AND 
BAMBOO ITEMS 


Many Other Flowers, Foliages and Display Units 


LOUIS SCHNEIDER CORP. 


6 SECOND STREET 


NEW YORK CITY 
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FREE The Contest Corner 


IDEAS FOR 
B U LD N G 5 A : E 5 —Winning first prize in the British 


cae | National Umbrella Window Display 
| Contest for 1959 was this display by 
Bernard Rayner, display manager for 





VUE-MORE, 601 W. 26 St., N.Y. 1 


Pendlebury's, Wigan, England . 
Rush a copy of your new Catalog. 


Sign suspended oat center reads: 
“British Umbrellas afford the best 


protection . . ."' Sign below turns 


Name 


Title 


this phrase around to say “Protection 





: you can afford ... a British Um- 
Company v 
brella''— 


Address 


City 
DW -12-59 


Aterrific new catalog 
describing the com- 
plete line of VUE- 
MORE display turn- 
tables and BREVEL 


animation motors. | , “A | Z —Frank G. Burgard, display manager for Jenkins 


Music Company, Kansas City, Mo., won first prize 





Write for your copy today. | eh //Th ‘ ALR. ‘ _§ . with this display in a regional contest sponsored 
Use the handy coupon above! | % by VN # ‘ ' by RCA Victor's record distributor . . . The 
2. 3 seg _ record cover of South Pacific recording is dis- 

played prominently in a South Seas setting of 


palm trees, life preservers and sailor hats— 


— re BAN, 9% 
VUE-MORE Turntables are: 
QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


UL APPROVED 


And For Your Animated Displays: 


$y gsi? 
Bs ae 
a ‘ 
|: 
a 4 


if ‘arpet 


Rugs ane 


—Taking the $250 prize among the 
smaller stores in a display contest 
sponsored by Deltox was Beltz's, Glen 
Burnie, Md. . . . Display director is 
William A. Wilson . . . A clever 
flower was made from folded squares 
of the fibre material and attached 
to a suspended piece of other floor 


hankhe 
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covering— 
Quiet, versatile, efficient Brevel 
motors are designed tor maximum 
power and precise movement—yet 
compact enough to be used in any 


motion display. Write for details. 


VUE-MORE CORPORATION 


view of BREVEL PRODUCTS 
601 WEST 26m STREET © NEW YORK 1. N. Y 
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U. S. Trade Shows 


Increase Rapidly 
In Recent Years 


Despite a phenomenal growth in the total 
number of trade fairs in the United States 
during the past decade, many of the most 
important national specialized shows do not 
admit foreign exhibitors or foreign products, 
Charles Snitow, President of the U. S. 
World Trade Fair, told representatives of 
the Union of International Fairs at its 
Annual Congress at Zagreb, Yugoslavia, 
recently. 

The first representative of a North Ameri- 
can country to attend this annual session as 
a member of the Union, consisting of the 38 
major international sample fairs of the world, 
Mr. Snitow pointed out that trade exposi- 
tions are now among the most important 
media in the United States for the sale and 
distribution of products, the introduction of 
new materials, and the presentation of newly 
developed processes and services. 

The number of these shows has increased 
from 900 in 1946 to over 3,000 specialized 
trade fairs in the U. S. today, covering 
every type of product and service available, 
according to Mr. Snitow. 

He estimated that more than $3 billion 1s 
spent annually on exhibition space, displays 
and other show costs in these fairs, and that 
the volume of business done runs into bil- 
lions of dollars. 

Speaking on the role of international fairs 
in North America, Mr. Snitow told Union 
members that there are two types of spe- 
cialized shows in the United States. First, 
he explained, there are national shows which 
are attended by trade visitors from every part 
of the country. Secondly, there are regional 
shows, aimed at attracting buyers from only 
a specific and limited area, as a single state 
or several neighboring states. 

“The national specialized show has a very 
powerful influence on its own industry,” ac- 
cording to Mr, Snitow. “The pattern of sup- 
ply and demand in each industry is to a large 
extent determined by the time the show 
closes. The direct face-to-face contact be- 
tween the principal manufacturers and prin- 
cipal specialized buyers in the industry and 
the keen competitive atmosphere which 
exists during the show, results in the fol- 
lowing: the manufacturer learns whether his 
product can sell in his market; what adapta- 
tions are necessary for him to make in his 
product in order to increase sales volume; 
the quantity of the product he must produce 
in order to meet the demand for the coming 
year and the price he must set in order to 
meet his competition,” he said. 

At the same time buyers attending these 
fairs discover what products are available; 
new products and developments ; which man- 
ufacturer or manufacturers can best meet 
his own needs; and, finally, the price struc- 
ture for these commodities during the com- 
ing year. 
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“Many times,” he said, “I have seen the 
entire price structure of an industry change 
very materially between the opening and the 
closing times of the specialized trade show.’ 

Mr. Snitow said that it must be noted 
that these national shows are largely con- 
fined to activities between U. S. 
manufacturers and U. S. buyers. Foreign 
trade, import and export, are of little or no 
importance in the great majority of national 
specialized trade shows, according to the 
U. S. World Trade Fair’s president 

“Few of these specialized shows include 
foreign exhibitors,’ he said. “Many of the 
most important national specialized shows 
do not admit foreign exhibitors or foreign 
products. Moreover, in the American spe- 
cialized show there is practically no pro- 
vision for exhibits aimed at encouraging 
foreign investment opportunities or tourism.” 

Illustrating this point, Mr. Snitow re- 
vealed that the annual National Hardware 
Show, consisting of over 1,000 exhibitors, 
and attracting upwards of 40,000 buyers 
from every state in the nation, is the indus- 
try’s national market meeting place. How- 
ever, he said that foreign manufacturers and 
importers of hand tools are excluded and 
that, as a consequence, there is no national 
specialized show in the country where these 
foreign products can be presented to buyers. 


business 


“Consequently, despite the great number of 
specialized shows in the United States, 
it has been extremely difficult for the for- 
eign manufacturer to enter the American 
market by displaying his products at a trade 
show by utilizing this potent medium, which, 
in my opinion, is the best and most efficient 
method for introducing a product in the 
U. S. mass market,” Mr. Snitow said. 

“The U. S. World Trade Fair, organized 
in 1955, was designed to meet this vital need 
on the part of the foreign manufacturers 
and producers,’ according to Mr. Snitow. 

“At that time,” he said, “ it was the only 
general samples fair in the United States. 
It specializes in foreign rather than do- 
mestic goods and, for the first time, offers 
the foreign manufacturer an opportunity to 
meet the American buyer through the me- 
dium of a trade fair where the display of his 
products would be primary and not subor- 
dinate to the displays of domestic goods.” 

With the U. S. World Trade Fair sched- 
uled to take place at the New York Colli- 
seum for the fourth consecutive year, from 
May 4 to 14, 1960, industrialized nations 
now use this international show to introduce 
new products to the American market, to se- 
cure sales representatives in the United 
States on a permanent basis and to learn 
how to cope with the economic problems pre- 
sented by the huge American market, ac- 
cording to Mr. Snitow. 

The Union of International Fairs works in 
co-operation with the International 
(Chamber of Commerce. The organization’s 
principal aims are to expand international 
trade and to establish the standards for key 
international exhibitions. Among its mem- 
bers are the International Fairs in Barce- 
lona, Brussels, Casablanca, Cologne, Izmir, 
Hanover, Leipzig, Lyons, Milan, Munich, 
Osaka, Stockholm, Thessalonika, Tokyo, 
Tunis, Utrecht, Vienna and Zagreb, as well 
as the U. S. World Trade Fair in New 
York City. 
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You have to see VELCRO... 









VELCRO 


THE “MECHANICAL” TEXTILE 






pens the door 
tO new ideas 
in display 











N.A.D.1. 


N.¥. TRADE SHOW BLDG. 


DEC. 6-10 
ROOM #316 








on surfaces you've 
never used before 





try VELCRO... 
to believe it! 


Distributed and stocked by 
MAHARAM FABRIC CORPORATION 
130 WEST 46TH ST. NEW YORK, N. Y. 
Manufactured by 
VELCRO SALES CORPORATION 
681 FIFTH AVE., NEW YORK 22, N.Y. 


VELCRO® REG. U. S. PAT. OFF. 
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DEPENDABLE 


Motion 


McMahan 
ROTATING UNITS 
Don’t Break Down 


@ BRUSH & SLIP 
RING CONTACT 

@ HEAVY THRUST 
BALL BEARINGS 

@ HEAVY DUTY 
CONSTRUCTION 


Because 


STRONG, SILENT 

Now you can employ the multiple 
attention values of motion in your 
displays without fear of fouling, 
howling or malfunction. This new 
McMahan Motion Unit is a smooth 
working precision machine with de- 
pendability and permanence built 
in. You'll find the same depend- 
ability in McMahan turntables. If 
“revolver” service has made you 
nervous—move to McMahan motion 
and relax. 


693 RAYMOND AVENUE «+ ST. PAUL 4. MINNESOTA 





Jewish Federation 
To Salute Maharam 

The display industry will pay tribute to 
Max Maharam of Maharam Fabrics at the 
annual dinner for the Federation of Jewish 
Philanthropies of New York on Thursday, 
December 17 at 6:30 p.m., at the St. Moritz 
hotel, 50 Central Park South, New York 
City. The announcement was made by 
Murray Goldsmith of H. Goldsmith & Sons, 
chairman of the trade drive for the local net- 
work of 116 health and welfare agencies. 

Mr. Maharam will be honored “for his 
more than 20 years of distinguished leader- 
ship” in the indutsry’s campaigns for Feder- 
ation. A member of the group’ which 
founded our activities for Federation, Mr. 
Goldsmith said, “Mr. Maharam has served 
devotedly as campaign chairman and in 
numerous other posts, giving everything he 
can, year after year, to this vital cause.” 

Joseph Grossman, Julian Hirschfeld and 
Joseph Maharam are serving as co-chair- 
men. Herman Goldsmith is treasurer. 

Serving on the executive committee are 
Alvin Brown, Jules Chayt, Arthur Cohen, 
Dante Morandi, Michael J. Nedzbala, John 
A. Rosenberg, Joseph Shenker, Sidney 
Shenker, Herman C. Stern and Paul Villa- 
magna. 

Members of the dinner committee are 
Leo Fidler, John Foley, Hyman Finkelstein, 
Joseph Frankel, Milton Goldstein, Leonard 
Gorelick, Michael Grainer, Benjamin Kan- 
tor, Samuel Krebs, Leslie Levi, George 
Messer, Harry Nadler, David Sloan, Michael 
Sloan and Myron M. Studner. 

The display directors committee is led by 
Rose Van Sand and Jack Goldman, Co- 
chairmen are Sheldon Allison, Benjamin B. 
Brody, Robert Fagan, Harry Freund, Mat- 
thew A. Gladstone, Murray Gutterman, An- 
dreas Hvorslev, Sol Katz, Alfred Kay, 
George Levy, Luke Maletich, Abe J. Marko- 
witz, Herbert M. Martin, Emanuel Miller, 
Louis Vilella, Emil Nelson, Dana O’Clare, 
Emil Ross, Jack Shenker, Frank Shenkman 
and Senya B. Tropp. 

Quensell Changes Name; 
Moves to Florida 

R. C. Quensell, who formerly operated 
Quensell Displays, Forest Hills, N. Y., has 
discontinued this corporation and has moved 
to Deerfield Beach, Fla., where he will con- 
tinue his business under his own name. His 
address is 909 S.E. 15th court. Mr. Quensell 
will continue his line of molded plastic ticket 
holders and other products. 


Milton Conhaim Dies; 
Headed Reporting Bureau 

Milton B. Conhaim, 65, founder and presi- 
dent of the Retail Reporting Bureau, New 
York City, died recently in Beth Israel Hos- 
pital. The Retail Reporting Bureau provides 
advertising and display services to retailers, 
and publishes “Retail Advertising Week.” 
Sol Stern Becomes 
Park Lane Partner 

Herman C. Stern, presisdent of Park Lane 
Fabrics Co., Inc., New York City, announces 
that Sol Stern, who has been associated with 
the firm for the past 13 years, has been ad- 
mitted to the firm as a partner. 


A&S Names Jarecki 
New Display Manager 

Eugene Jarecki has been named display 
manager of Abraham & Straus, Brooklyn 
department store, reporting to John Rosen- 
berg, director of displays. His promotion 
was announced by William Tobey, vice- 
president and sales promotion manager. Mr 


—Eugene Jarecki— 


Jarecki’s promotion occurred on the tenth an- 
niversary of his starting date at A&S. He 
began as assistant to a display decorator and 
became a full decorator within four months 
time. In January, 1950, he became a divi- 
sional display manager. He was named 
assistant display manager in June, 1959. 


Edward Wolf Dies; 
Industry Pioneer 

Edward R. Wolf, 62, president and owner 
of Crystal Fixture Company, Chicago, died 
Saturday, October 10, in St. Bernard’s hospital. 
He had been ill for some time. 

He started in display at Mandel Brothers in 
Chicago in 1914 as a fixture boy under the 
late Harry T. Jones. In 1919, Mr. Wolf 
bought an interest in the Crystal Fixture 
Company, which had been started in 1914 by 
Mr. Jones. Through the years he acquired 
additional stock from Mr. Jones and other 
members of the firm until 1940, when he 
acquired controlling interest in the firm. 

In the early years of Crystal Fixture, he 
was its only designer, salesman, shipping 
clerk and any other capacity necessary to 
maintain the business. He had been active in 
early Chicago display clubs. 

His son Robert will continue direction of 
the firm 

Mr. Edward Wolf is also survived by his 
wife Geraldine and a daughter, Mrs. Lois 
Waddick. 


Display Art Studio 
At New Address 

Display Art Studio, Inc., Albany, N. Y., 
announces its move into new and enlarged 


quarters at 95 S. Pearl street. The new lo- 
cation, a four-story building totaling some 
20,000 square feet, is located in the center 
of the city’s business section. Arnold Dor- 
enz and Harvey Heller, officers of the firm, 
report that increased services of the firm are 
responsible for the additional space, which 
is divided into a main floor showroom, over- 
hanging mezzanine offices, one floor for 
mannequin repairs and display manufactur- 
ing and two floors for stock and storage. 
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Advanced Lighting Concepts 
Employed at Guggenheim Museum 


Visitors to the Solomon R. Guggenheim 
Foundation Museum, at 89th street and 
Fifth avenue in New York, will see com- 
pletely new concepts of museum and display 
lighting. Both inside and out the lighting 
represents an effort to break new ground in 
the use of artificial light sources. It is the 
work of Alfred A. Binder, illumination en- 
gineer on the staff of the American Lighting 
Corporation, Hackensack, N. J., in associa- 
tion with James Johnson Sweeney, director 
of the museum. 

The American Lighting Corporation was 
originally called in to design lighting fix- 
tures, but proposed instead that it develop 
a new concept of illumination for the entire 
building. The company asked that it be per- 
mitted to develop lighting to do the fullest 
justice bothtothe collection of paintings and 
to the building’s exterior forms. 

Visitors to the museum will note that the 
paintings seem to float on walls of light. 
This is the result of back lighting directed 
from skylights. The objective is to create 
the feeling that the entire interior is bathed 
in perpetual sunlight without shadow — 
north light on the brightest day of the year. 
To achieve this effect and to prevent the sun 
or the artificial light from creating shadows, 
plastic louvered sections were designed 
which diffuse both the artificial light and 
the sunlight entering through the skylights 
and thereby eliminate all glare. 

For the front lighting of the paintings, 
American Lighting designed fixtures, the 
light from which is focussed directly onto 
the paintings to pick up the artists’ colors. 
Within the gallery, lighting varies from 200 
to 300 foot candles of illumination — four to 
six times that of the average office or fac- 
tory. 

The exterior lighting will make the mu- 
seum probably the most brilliantly lit build- 
ing in New York. Each separate section of 
the building seems to be held up by a broad 
ribbon of light. 

According to Mr. Sweeney, exploration of 
the lighting problem had engaged the mu- 
seum staff for more than four years and the 
solutions may well influence museum light- 
ing everywhere. 

All lighting is fluorescent, consisting of re- 
cently developed high intensity units. 





Display Course Given 
In Roanoke, N. C. 


James D. Powers, display director of S. H. 
Heironimus, Roanoke, N. C., and John Will 
Creasy, partner, Associated Advertising 
Agency, same city, collaborated as instructors 
of a course entitled “Fact and Fashion of 
Display” open to displaymen in the community 
six evenings from October 12-28 at the S. H. 
Heironimus store. It was primarily a re- 
fresher course to acquaint the members with 
the latest techniques and materials, and a 
review of basic principles. 





McCorkle Raised 
To Administrator 

Robert McCorkle, display director of Bam- 
berger’s, Newark, was one of four executives 
promoted to the rank of administrator and 
named members of the administrative board. 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 





+ 








The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET e LONG ISLAND CITY 1}. 
EXeter 2-3890 


NEW YORK 
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Shadow Boxes 


At Ohio Bell 


Sales of extension and colored phones are 


boosted by series of displays showing blue- 
prints, concealed wiring and interior dec- 


orating influence ... Theme: ''Plan Ahead” 


RILLIANTLY illuminated shadow 
boxes were constructed in the windows 
of Ohio Bell Telephone Company, Day- 

ton, Ohio, to push sales of extension and 

colored telephones as part of the firm’s 

| : i Home Consultant Service. The shadow 

>» € Pr @ m ” 3 a boxes, with inside measurements 4 feet wide, 

mm ss - hie —. | y 1 51 inches high and 2 feet deep, were used to 

» —_* a ctl oat ae scale the large windows to a size that would 

ans Die», . = ) best show up telephones. Subdued lighting 

1. Po 4 / Lon Ahead _ in the rest of the window initiated dramatic 
hw tt be aftasd of colon ea eye-arresting contrast. _ | i 

7 our Telephoseis the Miss Rosie McNees, display director, tied 

soa, «KEV to coordinating the 4 these three windows together and added 

cme Color Acctiifs | color through the use of bright harvest yel- 

fet oe low background paper for the walls and floor 

ie of each shadow box. Each box was il- 

luminated by two overhead floods, a display 
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case bulb on each side of the front and a 
Huorescent fixture mounted behind each cen- 
ter panel. 

In the display at top left, she used blue- 
gray for the panel, which tied in nicely with 
the outline color of the house plans. There 
were rolled blue prints on the floor with 
one spread out to act as a mat under the 
white telephone. Completing the display 
were those drawing tools which might be 
used by an architect, the person who would 
play the prominent role in this particular 
phase of “Planning Ahead.” 

Concealed telephone wiring was promoted 
in the display at top right, which contained 
the trowel, hammer and bricks that the 
builder would be using at the time telephone 
wiring would be installed between the walls. 
The section of wall was unpainted as it 
would appear then, and we tied it together 
and added color by using a blue phone 
plugged into the outlet. 


Focusing upon the interior decorating in- 
Huence of the color phones, “Key Color 
Accent” was featured at center showing this 
stage after the house was built. This was 
pointed out by using the colorful painting 
ot the completed home trom the house plans 
in the first display at top left. The printed 
fabric and the matching pillow on the stool 
were in different shades of green, golds, reds 
and browns, which blended with the wall- 
paper spread on the floor. The ruffled cur- 
tain was white and the third piece of fabric 
was a tone of green which directed attention 
to the green phone on the stool and back 
down to the red phone on the floor. The 
amber bottle finished off the picture. 


For Stern Brothers 


An entirely new lighting system has just 
been installed in the six 42nd street windows 
of Stern Brothers department store, New 
York City. Designed by Lighting Services, 
Inc.. New York City, the system greatly 
heightens the level of illumination in the 
windows, yet cuts down the amount of watt- 
consumed. The increased illumination 
is achieved by a combination of overhead 
and side lighting, both using new, long last- 
ing seal beam incandescent lamps. 


age 


According to David Dunay, display direc- 
tor of Stern Brothers, the high intensity of 
light provided by the new installation is of 
particular importance in the 42nd street win- 
dows. These windows face south on Bryant 
Park, he pointed out, and get the full impact 
of the southern sun with no tall buildings 
directly opposite to cast shadows. 


Kach of the six windows utilize eight 300- 
watt Par 56 overhead lamps and four 200- 
watt side lamps all by Northcraft. Glass 
filters, specially designed for these units, 
range in color from light to medium pink 
and also include daytime blue shades and 
straw The overhead lights give 
primary illumination to the merchandise dis- 


tones. 


played. The side lights provide perimeter 
color lighting, focussing dramatic accents 


on mannequins and accessories. 

Lighting Services also has designed simi- 
lar lamps for Stern’s newly decorated 
tashion third floor. Painted white to blend 
with the ceiling, these are canopied units, 
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designed to cast extra light downward to 
highlight ledge and platform displays all 
over the floor. 


Metallized Mylar 
Introduced by Forest City 


Metallized Mylar, a new product from 
Forest City Products, Inc., Cleveland, 15, 
has been introduced recently, through its 


applications, to the display field. Mylar is 
a polyester film developed by DuPont. It is 
nearly chemically inert and will not corrode. 
The metallized lustre, applied by Forest 
City, is sealed against weather and chemical 
changes, will not scratch, tarnish, discolor 
or deteriorate with age. Its strength is 
compared at one-third of steel. 


Forest City Products, Inc., produces 
Metallized Mylar with or without pressure 
sensitive adhesive, laminated to other 
types of materials for heat sealing, sewing, 
glueing or adhesive-coating, etc., plus My- 
lar-vinyl extrusions, slit to width roll 
stock, sheets, blanks and die cut parts. For- 
est City’s material is available with or 
without embossing for use as decorative 
trim, nameplates, frames, background, etc. 
Metallized Mylar is furnished die-cut, silk 
screened, and grained to requirements. 
Special patterns and colors are available. 


Metallized Mylar is produced by the In- 
dustrial Division of Forest City Products, 
Inc., a Cleveland firm which manufactures 
a full line of custom, industrial rubber 
products. The company has been in opera- 
tion for over 50 years with representatives 
in principal cities across the country. 


New Ceiling Fixtures 
Made of Tenite Butyrate 


Fluorescent or incandescent light in two 
new Lam ceiling fixtures is softly and be- 
comingly diffused through white shades 
vacuum-formed from sheets of Tenite buty- 
rate plastic. If considering ceiling lighting 
changes write to the manufacturer, Lam, 
[Inc., 404 Main street, Wakefield, Mass., for 
information concerning Lam Cirling ceiling 
fixtures. 


Joseph Cohen Dies 
After Heart Attack 


Joseph Cohen, 57, designer and salesman 
in the display field for the past 20 years 
and most recently with United Artificial 
Fruit Company, New York City, died follow- 
ing a heart attack on October 26. He was 
also formerly affiliated with Marrow Manu- 
facturing Company and was an accomplished 
cartoonist. He is survived by his widow, 
Roslyn. 


New Motion Display 
For Counter, Window Use 


Sivamatic is the name applied to a rotating 
terris-wheel type motion display measuring 
17 inches tall, by 17 inches deep by 14 
inches wide. It is self-contained in a metal 
case with curved transparent front and sides, 
avoiding pilferage and damage to merchan- 
dise from dirt. Write to the designer, 
George Siva, 7701 Bay parkway, Brooklyn 
14, for more information. 
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THE “MECHANICAL” TEXTILE 
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® Display in ways and 
on surfaces you've 
never used before 


® You have to see VELCRO... 
try VELCRO... 
to believe it! 





Distributed and stocked by 
MAHARAM FABRIC CORPORATION 
130 WEST 46TH ST.. NEW YORK, N. Y. 
Manufactured by 
VELCRO SALES CORPORATION 
681 FIFTH AVE., NEW YORK 22, NY. 


VELCRO® REG. U. S. PAT. OFF. 
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SHIRT FRONTS 


PROX & READY TIES 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforized 
shrunk, in collar size 15. Specify collar 
style when ordering. e@ Conventional 
® Short Point (illustrated) @e Widespread 
e Oxford B. D. Packed % doz. to box. 


$16.50 per doz. 


Proxy Ready-Tied Ties clip quickly into 
place under collar. Saves valuable time— 
always a perfect knot. Packed 1 doz. as- 


sorted colors to box. $12 75 per doz 
Merchandise Shipped 2/10 EOM, FOB Troy, N. Y. 


Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. - 

















Ballou’s 


Glittering products will add 
sparkle to your Holiday 
displays. 


METAL FLAKES AND STARS 


Brilliant, scintillating, non-tarnishing 
flakes and stars in gold, silver and 
colors. 


GLASS TINSELS 
Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
‘gained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 
for outdoor and indoor displays. Spe- 


clal colors made to order [including 
gold and silver). 
GOLD AND ALUMINUM 
BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 


























BALTIMORE EXERTS 
DISPLAY MAGNETISM 


[Continued from page 33 


angle oblique to the standing bolts. A reader 
card, notched at each end, bore peautiful em- 
bellished printing which gave the name of the 
featured carpet. 

A displayman with his ear to the ground — 
or, rather, with his eyes to the skies — showed 
Baltimoreans a window full of flying discs 
suspended at varying levels and angles. Each 
was tilted at an advantageous slant for show- 
ing off its “out-of-this-world” passengers — 
colorful shoes and bags. The discs or platters 
were made of rattan, painted white. The dis- 
playman was Wm. M. MacFarlane, display 
director at the Schleisner Company’s women’s 
specialty stores. 

The window was in near darkness except 
for the spotlighted “flying saucers” and 
reader-cards, so that the effect was immedi- 
ately arresting, even in daylight. Each disc 
exhibited a pair of women’s shoes plus one 
matching or contrasting bag. The items were 
arranged in intriguing variety with relation to 
the balance of color-values. A tall bottle of 
fine perfume stood in the center-front of the 
window. Identical cards in each side of the 
window showed a flying disc in the upper left 
field above the centered words “Schleisner’s 
Summer Shoe Wardrobe.” 

A very interesting quality in Mr. Mac- 
Farlane’s technique is his consistent practice 
of tilting display props at an ingratiating angle 
toward the viewer. This expedient is well 
worth the trouble, for it gives the looker a 
feeling of having a ringside seat. In another 
way, it is as winning as when a hostess bends 
forward and smilingly holds a plate of goodies 
toward you with both hands, rather than 
merely saying: “Look, here it is! We hope 
you will come and get it!” 

A winsome idea was worked out by Joseph 
T. Canale, display manager at Brager’s, in one 
of the store’s Easter windows. In the center 
of the window a two-year-old girl mannequin 
was standing on a filigree chair with her back 
to the audience, bending forward to see her- 
self as she tried on Mommy’s hats at Mommy’s 
dressing-table mirror. Hats were all over 
the place, as well as being displayed in a three- 
tiered shadow-box framework, one hat to 
each section on a displayer. One of these 
structures was placed in each side of the win- 
dow slanted at an angle toward the dressing 
table. Both had matching ornamental pedi- 
ments, and both were painted mauve to match 
the wire vanity and chair. The back panel 
and floor were pistachio green. 

Last Easter, Thomas E. Shenkel, display 
superintendent for Hutzler’s, created an oval 
frame that represented a “look through” 
Easter egg, revealing little girls posing in 
new Easter dresses for a portrait by camera- 
man Easter bunny. A sign in the left of the 
window read “Picture Your Darlings Beau- 
tifully dressed for the Easter Parade.” Green 
net, fern and flowers partially enclosed the 
window. 

In the other two windows of the series, 
other bunnies were peeking around from be- 
hind rocks at children dressed for the Easter 
Parade. 

Since the recent “marriage” of the Hecht 
Company and the May Company, Alex Sur- 


| asky, superintendent of store planning for the 


Baltimore stores, has been an even busier man 
than he was before the merger. He is in the 
midst of an extensive store-remodeling opera- 
tion at the Hecht-May store on the site of 
the former May Company in the heart of 
Baltimore’s shopping section. This includes 
readjustment of department locations and the 
installation of additional escalators. Mr. Sur- 
asky is also display director for all the Hecht 
Company stores in the Baltimore area. 

Everywhere in the Hecht-May store there 
are attractive banner-signs in combined colors 
of pale carrot, light green and golden-mustard. 
The signs are printed in large black script 
saying “We’ve started to build your dream 
store,” and “The old look is on the way out 

. . the new look is on the way in!” 

For a period of three weeks — before, dur- 
ing and after the merger in the spring — all 
windows of the store were devoted to “The 
Marriage” which was a lively conversation 
topic in the city. The words “Just Married 

Watch us Grow” were prominent on 
signs, posters, and toppers throughout the 
store. Each of these bore a sketch of a 
tilted lamp post bearing the street signs of 
Howard and Lexington streets at right angles 
to each other and draped appropriately in 
lace and flowers. 





Lamp Harnesses, Assemblies 
In Kulka Catalogue 

Completely wired, ready-to-install har- 
nesses or assemblies with different combina- 
tions of fluorescent lamp holders, starter 
sockets, switches and even a plug-in ballast, 
are the specialty of Kulka Electric Corpora- 
tion. 

Made in various combinations, these har- 
nesses meet a wide range of fluorescent 
lighting requirements. Either black, white 
or colored plastic-covered wire of any re- 
quired length and spacing joins the units 
and eliminates the usual wiring, soldering 
and splicing. Harnesses also can be sup- 
plied for incandescent lighting involving one 
or more lamp holders. Switches or thermal 
flashers can also be assembled in the har- 
nesses. 

These ready-to-install harnesses as well 
as other wiring aids are included in the big 
“Electrical Wiring Devices” catalogue from 
Kulka Electric Corp., 633-643 S. Fulton ave- 
nue, Mt. Vernon, N. Y. 


Speedway Develops Motor 
With Instant Braking 


New split-second braking on Speedway 
Model 40 unreduced and gear reduced sub- 
fractional h.p. motors, providing instantan- 
eous control in display applications, has 
been developed by Speedway Division of 
Thor Power Tool Company, LaGrange 
Park, Ill. The Speedway motor brake fea- 
tures lever-type, pivoting design which re- 
acts to stop the motor revolutions the in- 
stant the electrical impulse is ended. Write 
to the firm for information. 


Mitchell Joins 
Zaria Staff 

Warren Franklin, senior designer of Zaria 
Displays, New York City, announces that 
Glen Mitchell, with a long experience as de- 
signer in advertising, display and industry, 
has joined his staff. 
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THE DISPLAY EXECUTIVE... 
HIS SIGN SHOP 
[Continued from page 39] 


is a high-speed electrically-driven offset press. 
It rolls 1/8th- and 1/l6th-sheet toppers and 
other signs at the rate of about 50 per minute. 

The sign area at Woodward & Lothrop is 
lined with shelves to accommodate work in 
varying sizes and states of completion, such 
as pre-printed mastheads. Close by the show- 
card printers there are neatly-labeled bins for 
the regular type and for pre-assembled, fre- 
quently-used price combinations or phrases. 
If a given poster is to be printed in black, for 
example, the paint is rolled over the type and 
the poster laid on top, then gone over once 
with the impressing roller. If capital letters 
and/or certain phrases are to be 1n a contrast- 
ing color, they are inked separately before 
printing. For this work the operator uses 
inks made especially for the purpose. 

Needless to say, good lighting and standard 
drafting boards are provided the artists at 
Woodward & Lothrop. 

Some small but important signs used by 
this display department are the 4-inch by /7- 
inch self-addressed labels which are furnished 
to shippers at the time of ordering. Upon 
delivery to the store’s receiving room, each 
carton announces its own destination locally, 
not only by its label’s printing but also by 
the label’s color-combination. For instance, 
display materials arriving for the new Whea- 
ton Plaza store (opening soon) bear labels 
with black border and printing on a pale aqua 
field, and so on. Thus each package is chan- 
neled quickly, without needing to be opened, 
to its correct branch store in the area or kept 
at the main display shop, as the case may 
require. 

As with other phases of display at Wood- 
ward & Lothrop, all this signing activity is 
monitored by paper work. <A _ maize-colored 
requisition called “Display Department Sign 
Order for Hand Lettering” furnishes particu- 
lars as to window or interior location, size of 
sign, upright or horizontal, quantity, date 
needed, and blank space for text. 

The language for signs and reader cards is 
furnished and typed on the form by the adver- 
tising department, following closely the head- 
lines of its newspaper ads (and written by 
those who write the newspaper copy) — all 
in conformity with the store’s notable team- 
work between display, advertising, and selling. 
The form is then returned to the display de- 
partment and the kind of printing is decided 
upon by Mr. Payne or his assistant, Robert 
Griffith. 

Display requests sign orders to be sent three 
days in advance. Special requests for rush 
signs must be approved by an executive in 
the display or sign department before they are 
put into work. 

Signs wanted by various department buyers 
are monitored by a rack on the wall near the 
smaller sign-making machines where orders 
are kept in pockets one row of pockets for 
each floor and one pocket for each floor area. 


Chromy Adds to Duties 
For Frear's, Troy, N. Y. 


Joseph G. Chromy has been appointed 
sales promotion manager of the Wm. H. 
Frear Co., Troy, N. Y., in addition to dis- 
play manager. He was tormerly with Wal- 
lach’s, The Hecht Co. and Lerner Shops. 
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DISPLAY 
LIGHTING 


new designs... 
new concepts... 


Our complete staff 

of lighting consultants 
and sales engineers 
will be at the show. 


Northcraft 
ROOM 
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Write for new display 
lighting catalog. 
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services, inc. 
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NATURAL PREPARED 
FOLIAGES , WOOD 


TROPICAL 
ACCESSORIES 


+ CALIFORNIA 
¢ FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Eenson Company 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 

















ROYAL MANNEQUIN 


PROUDLY PRESENTS ... 
OUR 


— Highest quality, extra light, unbreakable. 


B FIGURES 


Jobbers Only: Some territories still open. 


ROYAL MANNEQUIN 


2436 N. W. 38TH STREET 
MIAMI 42, FLORIDA 








WELEK FABRICS: FRESH 
VIEWPOINT ON DISPLAY FUNCTION 


[Continued from page 471 


fountain with live blooming plants, and the 
card read merely “Four-star successes at 
our recent fashion show.” By each manne- 
quin he placed a tiny card giving the pat- 
tern number. 

\ window I liked, when I visited Welek’s, 
was one devoted to the lantern sleeve, done 
in black and white. For this, Mr. Haack 
used a single mannequin dressed in a black 
and white polka dot dress with white or- 
gandy lantern sSehind the man- 
nequin he placed a drape ot bigger polka 
dots, a length of embroidered organdy, and 
around this he grouped the co-ordinating ac- 
cessories for the dress. Just that... no 
fabric at all. For at- 
original Chinese lan- 


sleeves. 


high-piled bolts ot 
mosphere, he hung 
terns. 

For a window devoted to airy cottons, 
he used the theme of ‘‘Windblown Cottons,” 
having three garments made up with tull 
skirts over bouffant petticoats, their skirts 
blowing to one side gaily. Here, he did 
use one piece of fabirc, draping it in a 
flowing, windblown way, and suspending it 
from the ceiling with thread, with no visi- 
ble means of support. 

For “Cottons with a silkened teeling 
feel them!” Mr. Haack devised a clever way 
of draping the fabric. He brought a sin- 
gle length of fabric from the background to 
the window-glass itself, then on the out- 
side of the glass he attached more of the 
fabric so that customers could actually feel 
of the material. This was surrounded with 
a hand-painted effect as of the glass shat- 
tering, and kept group around his window 
all of the time the window was in. This 
was used in the Welek Springfield store. 

Welek’s entire approach to selling is via 
the fashion angle, and they rarely use price 
promotions. One of their fashion promotions 
was devoted recently to the one-yard skirt. 
and here the windows followed through on 
the same theme with extremely successful 
selling results. For this, Mr. Haack used 
five mannequins with no tops, pointing atten- 
tion to the made-up skirts themselves. He 
surrounded the mannequins’ midriffs with 
belts, with chiffon scarves and with flowers 
and jewelry. One mannequin had a gloved 
hand suspended on the hip. In the center of 
the window, he used a sewing machine with 
a mannequin suspended abcve by wires. The 
card read “Make your own skirt from 
just one yard of fabric!” 

Displayman Haack is lucky, for he has a 
tree hand to carry out his ideas, with very 
little opposition when he wants to do some- 
thing revolutionary or startling. One of his 
most successful windows, from a standpoint 
of results, was his treatment of Singer sew- 
ing machines suggested tor Christmas giv- 
ing. He used a sewing machine head sus- 
pended by wire trom the ceiling, and sur- 
rounded it with angel hair for an illusion of 
Hoating on a cloud. Below, he used a 
child's mannequin, dressed in a Christmas 
red party dress, looking up at the machine. 
In the background, he displayed two styles 
of sewing machine cabinets, and on the floor 
he used a child’s sewing machine. Sales on 
the children’s machine were immediate and 
tremendous, and the remainder of the ma- 


chines sold unbelievably well. 

Mr. Haack works closely with a group of 
local dressmakers, and he has new model 
garments made up each week for use in 
his windows and throughout the stores. 
These are changed at least once a week, and 
each garment is keyed with the pattern num- 
ber, price of the fabric, and total cost of 
the completed garment. Their model gar- 
ments closely follow the pages of current 
fashion magazines, and a customer will al- 
ways find the unusually-smart photographed 
garment made up for her to see at Welek’s. 

All of the Welek personnel are _ thor- 
oughly sold on home sewing, and Mr. Haack 
points out that he feels the selection is so 
much greater than in readv-to-wear, when 
a woman sews for herself. He has statistics 
to prove it: there are several thousand 
smart patterns available every year 
there’s an average of five sizes for every 
pattern, to assure perfect fit there are 
thousands of new fabrics every year, and 
the color selection is wide and exciting. 
His whole aim is to appeal to the creative 
urge that every woman has, through show- 
ing her what she can do with home-sewing. 
All of his windows and interior displays are 
aimed at this purpose. 

As a part of his functions, Mr. Haack also 
plans and directs the fashion shows which 
Welek’s has regularly. He builds special 
backgrounds for their permanent. stages, 
chooses the patterns and fabrics to be made 
up for modelling. and plans a theme which 
runs through each show. And it is a revela- 
tion to attend a Welek fashion show, seeing 
just how smart these garments can be. The 
shows are extremely successful, with women 
often buying fabric for duplicating several 
of the modeled garments. 

Mr. Haack makes _ regularly-scheduled 
New York market trips, and he is always 
present when the Welek merchandise staff 
makes its major purchases at the beginning 
of each season. 

He sums up his successful operation by 
saying that he feels Welek’s major competi- 
tion is not other piece goods departments 
entirely rather, it is in readv-to-wear 
itself. His whole approach to fabric dis- 
play is in the feeling that fabrics must be 
treated as garments, not just as a length of 
fabric. This in turn leads to sales of re- 
lated items. Instead of selling a length of 
fabric for a sheath dress, Welek’s sug- 
gests a smart cashmere sweater to go with 
the dress, and ends up selling the sweater 
plus its trimmings as well as the original 
sale. This reflects the Welek approach to 
display, and it points to a successful fabric 
operation ! 





New Twinkle-Light Flasher 
Is Transformer-Less 

Doing away with the usual bulky and cost- 
ly transformer, the Kulka Twinkle-Light 
Flasher, Type 248, provides a most effective. 
yet inexpensive, form of light animation for 
display purposes. The metal cartridge flasher 
unit fits in a socket wired to the lights to be 
twinkled. The flashing action is very fast 
for the effective twinkle effect. 

Literature on the Twinkle-Light Flasher 
and other display wiring devices available 
from Kulka Electric Corp., 633-643 S. Fulton 
avenue, North Vernon, N. Y. 
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NADI Essay Contest 
Has $500 Top Prize 


A $500 top prize will be awarded to the | 


winner of the essay contest being sponsored 
by the National Association of Display In- 
dustries, according to the group’s managing 
director, Gabriel Valenti. The essays on the 
subject “The role of window and interior dis- 
play in retail selling” will be submitted by 
students now taking retailing, marketing or 
related courses in American colleges and uni- 
versities, Mr. Valenti announced. 


Second prize is $250; third, $100; fourth to | 


tenth, $50 each. There are no consolation 
prizes. It is part of the NADI’s expanded re- 
search activities, he added. 

Students desiring to enter this contest should 
write to NADI, Hotel New Yorker (Suite 
419), New York City 1. Rules and entry 
blank will be mailed. 


——__—_—____ 


COMING UP! 

United Cerebral Palsy Month Jan. 1-31 
Super Market Month .. Jan. 1-31 
*Visit the United States of 

America Month Jan. 1-31 
*World Refugee Year Jan. 1-Dec. 31 
The New March of Dimes Jan. 2-31 
Civil Service Week ~ Jan. 10-16 
World Religion Day Jan. 17 
International Printing Week Jan. 17-23 
Jaycee Week Jan. 17-23 
National Franklin Thrift 

Observance Jan. 17-23 | 
National YMCA Week Jan. 17-23 
National Fur Care Week Jan. 26-Feb. 2 
National Youth Week Jan. 31-Feb. 7 
*Groundhog Day i Feb. 2 
Boy Scout Week Feb. 7-13 
National Crime Prevention Week. Feb. 7-13 
National Electrical Week Feb. 7-13 
*Abraham Lincoln’s Birthday Feb. 12 
St. Valentine’s Day Feb. 14 
Advertising Week Feb. 14-20 | 
Nationally Advertised Brands | 

Week Feb. 15-28 
Brotherhood Week .. Feb. 21-28 | 
*George Washington’s Birthday Feb. 22 | 
Heart Sunday Feb. 28 | 
Bachelors Day ” Feb. 29 
Pencil Week Feb. 29-March 5 
*Red Cross Month March 1-31 
Presidents Day ' March 4 
National 4-H Club Week March 5-12 
Girl Scout Week March 6-12 
National Peanut Week March 6-12 
Save Your Vision Week March 6-12 
National Smile Week March 7-11 | 
Irish Linen Week March 13-19 | 
*St. Patrick’s Day March 17 
1960 Easter Seal 

Campaign March 17-April 17 
National Teen-Agers’ Day ...March 21 


(DISPLAY WORLD will be glad to fur- 

nish the name and address of any spon- 
sors of the above-mentioned events. Many 
of them make available free posters or other 
display material as well as ideas for dis- 
plays tying in with the occasion. Simply 
address your request to the Editor, DIS- 
PLAY WORLD, Cincinnati 1. 
*These observances of a national nature do 
not have specific sponsoring organizations 
supplying promotional materials; however, 
local groups can usually be contacted. 
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—Maquttie=z 
‘og “SIGNVRESS’ 


SHOW CARD AND POSTER MACHINE 


¥ Eee SPEED----SIMPLICITY 
Ss LOW OPERATING COST----LONG LIFE 


MODEL “MA — FIELD'S Smart New-- f 


With new "Magnetic" type 
lock up. Greatest advance- Gata : 
ment in sign machines within wine 
last 25 years. SPEEDS UP They‘re Reversible 
OPERATION and provides | 

complete flexibility of type 
arrangement. 


MODEL “B" 


A medium priced sign mo- 
chine using rubber type. Pro- 
duces high quality signs at 
low cost. | 











Many national chains have 
from 50 to 500 or more Sign- 
press machines in use. 





MODEL M-1422 — 14 x 22 — Patents applied for 
MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX L-144, ADRIAN, MICH. 











SETA VENETIA Ki mand TO IMPERIAL SILK HONDURA MADAGASKA 
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perfect combination for Pe 
refreshing new displays . . . | 


VICRTEX \V.E.F FABRICS 
+ YOUR IMAGINATION Tc] 








Vicrtex’ glowing colors and deep-sculptured patterns create moods of . 
warmth, luxury, excitement to flatter and complement merchandise displays = 
Patterns that simulate wood paneling, raw silk, grass cloth, leather, plus 40 | 7 
others will stir your imagination to new heights. ! [| 
Practically indestructible, VICRTEX V.E.F.* won't chip, crack, peel o1 | | JO 
ade — stain, soil and flame resistant wipes clean with a damp cloth tL LJ 
Reusable; will last for years. 
Write today for swatches, prices, descriptive literature. omnes 

iny 


L.E. CARPENTER & COMPANY, INC. cia 


fused 
356 FIFTH AVENUE @ NEW YORK CITY 1 @ Phone: LOngacre 4-0080 











ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 











\oad. 
. 75\b.; 15010. —- 
lable in 3 sizes— 251055 peci ‘ie? invited 
Many yariations. 
% Compare price 
% Look for Underwriters label 


% Demand dependable Electro-Motion 
WRITE FOR COMPLETE CATALOG AND PRICES 





Decorative Plant 
Diversifies, Expands 

Decorative Plant Corp., New York City, 
in business since 1896, has now become sole 
distributor in the United States and Canada 
for the National Form & Fixture Co., Brook- 
lyn, N. Y. This line of basic display fixture 
racks and garment forms has been chosen 
recently for many shopping centers and su- 
burban stores. The firm has been in busi- 
ness over 30 years. With these new products 
offering value-priced, quality items, Deco- 
rative Plant Corp. will be able to service 
its customers more completely with a wider 
range of display products. The complete 
line will be on display beginning December 
6 in the showroom on 24th street. Mr. Irving 
Silverman, president of National Form & 
Fixture Co., will be on hand to assist 
customers with their display fixture prob- 
lems. 


The company also announces that an addi- 
tional three-story building has been acquired 
on 24th street adjacent to the main building 
home of the company which brings the total 
frontage to almost 200 feet. 


New Paper Cutter 
Offers Extra Features 

The Douglas Homs Company, 326 Jackson 
street, San Francisco 11, Calif., offers its 
new Model 14 table-top guillotine paper cut- 
ter for use in display shops. It is stated 
that the unit incorporates features of guil- 
lotine cutters costing much more, such as a 
pull-out safety device, heavy-duty paper 
press, full-length side guide, full-width ad- 
justable back guide, ruled table and two 
ruled metal inserts for quickly inserting 
paper to desired length for cutting. The 
Model 14 has a capacity of approximately 
300 sheets with widths up to 14% inches. 
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Learn HOW To 


RIG and FORM 
MEN'S WEAR 


for Display expertly and professionally 


The most useful book ever written about 
RIGGING and FORMING 
Men's Wear for Display 
by Lloyd L. Buzan 


This is the book display men and store owners 
have been wishing for. With the aid of this book 
anyone can learn how to handle men's wear like 
the famous men's stores. The professional methods 
of rigging and forming men's wear explained by 
step-by-step photos (over 375 illustrations) with 
easy to understand instructions. Worth five years 
training under a professional trimmer. Learn the 
newest procedures in rigging Shirts, Underwear, 
Ties, Robes, Shoes, Hats Slacks, Suits on half 
mannequins, Suits on mannequins, folding, laying, 
and hanging Topcoats — everything from hats to 
shoes fully discussed including tools of the craft. 
Don't be without it. Worth ten times the cost. 
106 pages 9x!2 with hard cover. 


$10.00 postpaid 
Order your copy today 
DISPLAY WORLD, Cincinnati MW1, O. 





Born IN NORTHERN MISSOURI 
WHERE SHE STUDIED ARTY) 


Secreerary oF THE 
S. LOUIS PISPLAY GUILD. 
MEMBER OF THE WOM- 
ENS ADVERTISING 
CLs OF S Lou's. 
SHE PANCES fe- | 
GULARLY IN THE- & 
\ ANNUAL :* 
CHARITY’ GRIDIRON 
“DINNER SHOW, 
CWere 


5c 
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ATTENOESD SANFORD BROWN 
BUSINESS COLLEGE, MOBEFLY JUNIOR COLLEGE AND WASHINGTON UNIVERSITY, 
tw~ ANDO LIFE DRAWING 


ASHION COORDINATOR JM ASSICTANT ADV. MG. 
AMERICAN FIXTURE INC. 


SAINT LOUIG, MISSOURI 


Preiowe 40 JOINING AMERICAN 
a mE COMPANY Five 


re) Wer CAREER WAS MAINGE 
ADVERTISING AND CREATIVE 


WRITING; BUT FRIENDS AND 
ASSOCIATES NoW SHE Lives 
IN A “MANNEQUIN PLE ”~AS 
“FASHION COORDINATOR FOR. 

ASTRAL MANNEQUINS . 
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New Wall Paint 
Kills Insects 

Having trouble with insects in your store 
or display windows? You might consider a 
new paint manufactured by Consolidated 
Paint & Varnish Corp. The company is 
marketing Kil-Sect, a wall finish combining 
the beauty and service of the finest alkyd 
paint with the latest advance in the field of 
insecticides. When an insect touches the 
surface covered with Kil-Sect, it dies instantly 
or in a matter of minutes, according to the 
firm, yet is safe to children and animals. 
Potency is not affected by repeated washing, 
it is claimed. Information and color charts 
are available from the firm’s Public Informa- 
tion Division, 505 Fifth avenue, New York 
City 17. 





Luxtrol Light Control 
Varies Light Intensity 

Luxtrol Light Control is a continuously 
adjustable transformer that controls light in- 
tensity by controlling the voltage applied to 
the lamps. It is designed to brighten, dim or 
blend lighting in circuits which have loads of 
200, 450, 800 or 1800 watts of incandescent 
light or rapid-start fluorescent lamps. 

It would seem ideal as a means of changing 
light intensity to compensate for daylight and 
dark requirements in windows, especially 
where fluorescent light panels are utilized. 


For additional information write to The ! 


Superior Electric Company, Bristol, Conn. 
Ask for the latest WBD Series bulletin. 





James Love, Miller's, 
Dies Suddenly 


James J. Love, 54, window display manager 
of Miller’s, Inc., Knoxville, Tenn., died un- 
expectedly in his sleep Sunday, November 1. 
He had been connected with Miller’s for about 
30 years and was a well known display per- 
sonality both at home and at market weeks, 
where he found it easy to make friends among 
the displaymen and members of the industry. 

He is survived by his widow, Mrs. Ava M. 
Love, Spring street, Powell, Tenn., who will 
be glad to hear from Jim’s many friends 
throughout the country. 





Screen Printing Brochure 
Explains Art Preparation 

Suggestions for artists and others responsible 
for preparing layouts and art for the screen 
process printing method are contained in a 
new brochure just released by the Screen 
Process Printing Association. Entitled “How 
to Prepare Art for Silk Screen Printing,” 
the brochure is 16 pages in length and contains 
several descriptive illustrations. Copies may 
be secured from association members, whose 
names can be secured from SPPA, Interna- 
tional, 549 West Randolph street, Chicago 6. 





Marcus Display Has 
New Spring Catalogue 

Write now to be placed on the mailing list 
for the new spring catalogue of Marcus Dis- 
play Industries, Inc. It will be available in 
January. The firm recently changed its name 
from Marcus Window Display Service, Inc., 
to be more inclusive of its complete service as 
“visual merchandising specialists,” according 
to L. Marcus, treasurer. The firm is located 
at 114 Lincoln street, Boston 11. 
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Seasons Greetings 


MADISONIA MANIKINS 

















See the BIG SHOW 


THREE SHOWROOM FLOORS 


See Every Thing New in 





* Brass * Wood ~x Plastic * Wrought Iron 
* Functional & Merchandising Displayers 


and the new 1960 fashion models in 


ymphette Mannequins 


You must come and see this 
complete show during 


SPRING MARKET WEEK 
December 6-10 
“Where Display Friends Meet" 

39 WEST 37TH STREET, NEW YORK 18 
Between Fifth and Sixth Avenue 
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Man Alive! 


by MANHATTAN 


* Lage 


MANHATTAN'S Man About Town 
“Man Alive!” You'll hear comments 
like this when your men’s wear windows 
use MANHATTAN’S Men about Town. 
They give your men’s clothing a natural 
fit and appearance. with lifelike vigor 
and sales appeal to satisfy the most de- 
manding men’s dep’t. manager. Highest 
quality fiberglass plastic figures—men’s. 
ladies’ and children’s. Photos and de- 
tails on request. 

Visit us during Market W eek 


MANHATTAN 
MOTION 
MANIKINS 


4 WEST 16 STREET 
NEW YORK CITY 11 

















FINEST Dyed 
BURLAP 


—20 Colors 
36 and 52” wide 


Linen Theatrical Gauze — Fishnets 
Grass Mats — 31% x 6 feet 


Always IN STOCK 


VAN ARDEN FABRICS MNERS. 
16 Murray Street New York 7, N. Y. 
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Fixtures and Display 
For Tomorrow's Selling 


By WILLIAM S. WYCKOFF, President 
Edinger-Wyckoff, Stroudsburg, Pa. 


Standardization of display and 
and fixtures is neither the an- 
swer to tomorrow's retailing 
problems — nor today's .. . 
Chains are leading the way as 
independents choose to watch 
and wait .. . Fixtures must fit 
the size and character of the 
merchandise 


TIS A PROVEN fact that standardization 
| of fixtures is giving many of the new stores 
a 1940 look . . . not a 1970 look. 

What do I mean by standardization ? 

sameness. During a recent nationwide 
tour we visited some of America’s finest 
stores ... large and small... new and old. 
Again and again, as we visited with the top 
management of those stores we heard these 
comments... 
“Our standard dimensions will 
be —” co o Of, 
“We are standardizing on 30-inch 
high tables with build-ups” .. . or, 
enclosed showcases create an 
atmosphere in our store”... or, 
“Standard over-all heights are im- 
portant to give our customers a 
complete view of the store.” 

. and I could go on with many other com- 
ments. 

If space permitted I would certainly like to 
tell you why each one of these comments is 
invalid. Perhaps it would be better for me 
to just suggest that you visit the latest com- 
petitive store such as Newberry’s 
Roebuck ... J. C. Penney ... or the rapidly 
growing Montgomery Ward. Here you'll see 
a combination of fixturing and merchandising 
which is creating sales and profits that all of 
us envy. It is a proven fact, also, that selling 
is our job and that we can sell the most mer- 
chandise to the most customers at the greatest 
profit . . . if merchandising itself is the para- 
mount purpose of our fixturing. The facts, 
therefore, that we should like to leave with 
you for our first point, are . 

1. That standardization alone 

create the store of tomorrow .. . 
That the art of merchandising must 
become paramount and a guiding factor 
in the selection of fixtures. 

The second important factor in thinking of 
fixturing and display for the store of to- 
morrow is the basic principles of fixturing 
function. That may seem like a rather com- 
plicated statement. Perhaps I should explain 
it by simply saying that the fixtures for your 
store of tomorrow should have flexibility. 


sriefly 


“Glass 


Sears 


does not 


Flexibility for changing seasons new 
packaging . special sales events, etc. Ob- 
viously the broad variety of merchandise found 
in the average department store and _ the 
rapidly changing merchandise itself requires 
the greatest possible amount of flexibility as 
the basic principle of the fixtures in your 
store of tomorrow. 

It was absolutely appalling to me as | 
visited what was reputed to be the latest and 
finest store on the West coast, opened in 
March, 1959, to find the basic principles of 
fixture function there to be best described as 
a table 30 inches high with a flat top and 
here and there throughout the store a standard 
glass shelf build-up. A complete lack of 
knowledge of merchandising certainly was 
evident . . . even to the customers. 

The third point is merchandising techniques. 
Very frankly, here we believe is the real rea- 
son for the loss of position which the inde- 
pendent retailers of America have so gallantly 
accepted ... or, perhaps I should say .. . so 
foolishly accepted. 

The chains have continued to be merchants 
and put, first and foremost, merchandising as 
their paramount function. Yes, I’m sure 
many of you will say . “Their service is 
terrible their people always have their 
noses in stock control books . . their aisles 
are too narrow the atmosphere is not 
attractive, etc. 

However, if with all these strikes against 
them, they are eminently successful in taking 
your business and your customers. If your 
store of tomorrow is to have fixtures for 
your customers of tomorrow to display your 
merchandise of tomorrow, then this third 
point, merchandising technique, must become 
the paramount issue in the life of your store. 
[t was very heartening for us to see headlines 
for a few days early this year suggesting that 
the heads of our retailing institutions should 
again be merchants, not controllers. Of 
course, just as we expected, the hue and cry 
from the figure-men quickly dampened this 
smoldering fire. It is our firm belief that the 
statement which was made not too long ago 
by the president of one of America’s finest old- 
line brand name houses is true, or at least 
will be true, I quote: “The independent: re- 
tailers of America are doomed.” The gentle- 
man making this comment before a large 
gathering of independent retailers qualified his 
statement by elaborating on the three points 
which I have attempted to briefly outline: 

1. Facts . 

2. Basic principles of fixture function .. . 

3. The merchandising technique. 

He was quick to close his speech by saying, 
however, that it need not happen, and, of 
course, I hope to show you now that we also 
believe it need not happen, providing your 
store of tomorrow does have the proper fix- 
tures and displays and you know how to use 
them. 

Of course, we realize that your store of 
tomorrow must have character and an atmos- 


[Please turn to page 104] 
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DECEMBER, 1934 

The Salt Lake Display Men’s Association 
elected the following to offices: W. E. Pool, 
Arthur Frank Company, president; James 
Powel, Sears, Roebuck & Co., vice-president ; 
Max Broberg, Hibbs Clothing Company, sec- 
retary-treasurer. 

EK. Max Newdoldof, Chicago, joined the 
Grand Leader, Fort Wayne, Ind., as display 
manager. 

Fred G. Behles, display supply salesman in 
the Southern territory, died of a heart attack 
at his home in Memphis. He had been promi- 
nent in the affairs of the Southern Display 
Men’s Association. 

The Northern Indiana Association of Dis- 
play Men elected the following officers: Dan 
Ganger, president; R. C. Bowers, first vice- 
president ; Ball, second vice-president ; 
W. J. Nuetzman, secretary, and R. Faulkner, 
treasurer. 

Carl Shank, Stix, Baer & Fuller Company, 
St. Louis, won first prize of $100 in a display 
contest held for member stores of the Asso- 
ciated Merchandising Corporation for a foun- 
dation garment. 

Carson Pirie Scott & Co. (Wholesale), Chi- 
cago, opened a department for the sale of dis- 
play equipment. Manager of the new depart- 
ment was J. J. Sullivan. 


DECEMBER, 1949 


At the annual election of the Visual Mer- 
chandising Guild, Atlanta, John 3rock, 
Rhodes, Inc., was reelected president. Kenneth 
Acres, Zachry’s, was named first vice-presi- 
dent, and William Dowda, Rich’s, Inc., second 
vice-president. Bert Everitt, Rhodes, Inc., be- 
came secretary and Raymond MacNicol, treas- 
urer. 

Schack’s, Inc., Chicago, moved into its fully 
remodeled plant and 2516 West 
\rmitage avenue. 

Everett Sturgeon was promoted to dis- 
play manager of Frank & Seder, Pittsburgh. 

Chairman Al Bliss of the research com- 
mittee of the National Association of Display 
Industries reported at the NADI general meet- 
ing held prior to Spring Market Week at New 
York City that the results of display research, 
conducted that year by Prof. Howard Cowee 
of New York University School of Retailing, 
would be published in book form. 

Thomas E. Schenkel, Hutzler’s, was elected 
president of Baltimore Display Guild. Randy 
Irwin, Sears, Roebuck & Co., was named vice- 
president; Edgar Smith, Levinson & Klein, 
secretary; John E. Bonnett, treasurer. 


Leo 


offices at 


Creative Sales Ideas 
Featured in Catalogue 

A new 40-page catalogue of creative sales 
ideas has been issued by The Marvic Com- 
pany. Featuring direct mail enclosures, 
salesman’s door openers, trade show “good 
will builders” and promotional give-away 
items, it is the result of Marvic’s experience 


with sales and promotional problems of 
close to 14,000 firms. Write to The Marvic 
Co., 861 Manhattan avenue, Brooklyn 22. 
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SPRING 
SHOW 


DURING 





N.A.D.1. MARKET WEEK 
December 6th through 10th 


To be seen only at our 
permanent showrooms 


13 WEST 27th STREET 


Open Sunday 


For a few minutes’ ride to our show- 
rooms, look for our limousine at the 
entrance to the New York Trade Show 


Building. 











‘2’ | DECORATIVE, CREATION 
ART FLOWER CO., INC. 


13 WEST 27th STREET, NEW YORK 1, N. Y. 
















































You cam afhorul to 
BE HIGH HAT 
about display banks 


It costs no more to buy Crescent 
... the quality display blanks that 
1c D idelale mma Chame-lale mele) ie) (-e 

sided. Write for samples! 

See our tremendous selection 
of assorted thicknesses and 
colors. You won't want to 


settle for anything less. 


CRESCENT CARDBOARD COMPANY 


QUALITY 


Formerly Chicago Cardboard Company 
CARDBOARD 


1240 N. Homan Avenue « Chicago 51, Ililinois 


\ 
\ 
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SPRING 


GREEN! 


Prepare for Spring 
Now! 


New Spring colors need a 
background boost — try our 
Naturalike’’ grass mats. 


DURABLE, yet Soft and 
Easy to Manage 


Speedy Delivery 


e Direct from our factory 
to you 

e@ Flameproof and mildew- 
proof 


Nothing is more naturelike 
than "Naturalike’ grass mats. 


MEMORIAL 
GRASS CO. 


521 EAST 7th STREET 
UHRICHSVILLE, OHIO 


35 years’ manufacturing experience 
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FEATHERS 
for DISPLAY 
OSTRICH FEATHERS 


all colors and sizes 


MARIBOU in 2 yard strings 


all colors 
Excellent delivery 


SOUTH AFRICAN FEATHER CO. 


1015 Filbert St., Dept. W 
Philadelphia 7, Pa. WaAlnut 5-5219 











NADI NEWSGRAM 
[Continued from page 65] 


vide the attractive settings to presell the 
viewer for retail store advertisers. 


By 1965 our population will be 190 million; 
by 1975 it should reach the 220 million mark. 
This will mean more consumers. In the 
meantime, expanding plant capacity and au- 
tomation will bring about an increase in pro- 
ductivity and distribution resources must 
move. This distribution aspect will become 
more acute as the problems in sales training 
and sales staffing increase. With fewer peo- 
ple, proportionately, in distribution and sales, 
and the help becoming marginal, the respon- 
sibility of display in moving goods will in- 
crease. They say that 25 per cent of de- 
partment store sales now are based on im- 
pulse buying, and that display accounts for 
half of these sales. It will be greater ten 
years from now. Display, when it is com- 
pared honestly with any other retail selling 
medium, is the only medium used in retail- 
ing which cannot be eliminated. This ap- 
plies despite the Hooper Ratings, the Starch 
Surveys and Exposure Studies. When it 
comes down to exposure of product to the 
consumer, display can outclass any other 
media. 


Then, as retailing grows, there will be 
added opportunities for the enterprising 
displayman in free lance work, or as a de- 
signer and manager on the manufacturing or 
supplier side. Moreover, there has been an 
increasing trend among national corpora- 
tions, selling consumer goods, to staff ad- 
vertising departments with display person- 
nel to supervise point-of-sale design and 
purchasing, and also to manage trade show 
exhibits. The need for creative talent of 
high calibre has never been as great. So 
to the aspiring displayman, the opportuni- 
ties in the field are broad. They are un- 
limited, if you also cultivate the executive 
abilities previously outlined. The store of 
tomorrow will have variety, flexibility and 
its own individuality to stimulate sales. Dis- 
play can supply all these features. The 
store of tomorrow will become your domain. 
Like Thursday’s child, our industry has far 
oe Oe & '« « 





Bonafide Display 
In New Quarters 


3onafide Display and Decorative Co. has 
moved to new and larger quarters at 34 W. 
38 street, New York 18, N. Y. Comment- 
ing on the move, Ben Wolburg, company 
president, said: “Our new facilities are un- 
excelled for both showroom and manufactur- 
ing purposes. In addition, the location 
couldn’t be better from, the standpoint of 
convenience for our customers.” 


Lamp Parts Catalogue 
Available from Angelo 


If you expect to need parts for traditional 
or antique lamps — even the kerosene type 
— Angelo Bros. Co., 2333 N. Mascher street, 
Philadelphia 33, has a catalogue for you. It 
also contains decorative finials and chande- 
lier-type prisms and other items with dis- 
play potential. 


Workshop Manual 
Available for Plexiglas 


A 20-page booklet gives detailed intorma- 
tion on machining, forming, finishing and 
joining of Plexiglas sheets and other acrylic 
shapes. More than 60 large illustrations 
cover every process in the working of Plexi- 
glas. Machining operations on Plexiglas 
which are illustrated and described include 
layout, cutting, sawing, punching, drilling, 
routing, shaping and turning. 

Forming by the hand, jig and clamp, plug 
and ring, drape, blow and vacuum methods 
is extensively covered. Finishing opera- 
tions illustrated include hand and machine 
sanding, filing, scraping and buffing. 

Copies are available from Cadillac Plastic 
& Chemical Company, 15111 Second avenue, 
Detroit 3. 


Velcro Closure Has 
Display Potential 


Bruce B. Huber has been appointed sales 
engineer for the Industrial Division of the 
Velcro Sales Corporation. This was made 
known by Julian C. Frankel, vice-president 
in charge of sales for the industrial division. 
The introduction of the Velcro nylon closure 
to the display field is Mr. Huber’s principal 
interest. 

Velcro is a mechanical texture. It oper- 
ates on the basis of two components: one con- 
sisting of microscopic hooks, the other of 
soft loops. When pressed together they forma 
fastener or attachment. The Velcro firm 
feels the advantages of Velcro in the display 
field is its complete adjustability and that it 
is detachable, therefore serving many func- 
tions in the display field. Write to the firm 
at 681 Fifth avenue, New York City 22. 


Sturm and Kowalski 
Form New Company 


Walter Sturm, owner of the R-Tex Co., 
Jersey City, N. J., and Ronald Kowalski, 
well known display designer, have formed 
RKS Industries, Inc., at 41 Morris street, 
Jersey City 2, N. J. They will manufacture 
a varied line of decorative units and novel- 
ties in plastic relief, including screens, wall 
pieces, window and ledge accessories and 
other original creations to provide an en- 
tirely new decor treatment for the display 
profession. The line will be confined ex- 
clusively to the display jobbing trade. The 
R-Tex Company will not be affected by the 
new corporation and will continue to oper- 
ate under the present ownership and with 
the same business policy. 


New Exhibitor's Kit 
Eases Construction 


A custom-built, executive-style luggage 
case scarcely larger than a brief case con- 
tains tools, electrical supplies, hardware, sta- 
tionery items and a variety of specialty 
goods which are frequently needed during 
the set-up and preparation of a trade show 
booth. The kit is marketed by Kit-Kraft, 
P. O. Box 43, Lexington 73, Mass. If you 
have had the occasion to be distraught by 
lacking some simple item to complete your 
exhibits or booths, you might consider writ- 
ing for more information on this kit. 
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NRMA to Promote 
White House Conference 

Retailing’s big stake in the youth of the 
nation was underlined by the announce- 
ment that the full weight of the National 
Retail Merchants Association is being put 
behind a campaign to build retailing support 
and participation in the Golden Anniversary 
White House Conference on Children and 
Youth next March. Offering NRMA serv- 
ices as coordinator to all retailers, NRMA 
members and non-members alike, Edward 
F. Engle, manager of the NRMA’s Sales 
Promotion Division, said, “Since retailers 
play such an important part in the civic and 
cultural life of each community, the White 
House Conference offers our industry an un- 
precedented public relations opportunity, and 
one which invites total participation by 
stores.” 

Mr. Engle has been named executive sec- 
retary for a special Cooperating Commit- 
tee of NRMA. To be composed of outstand- 
ing retailers, the committee will work closely 
with the Conference staff in formulating 
tie-in plans. 

“Full information on how stores can tie- 
in with the Conference will be available 
through NRMA early next year (1960),” said 
Mr. Engle. “In the meantime, retailers 
can begin advance planning now, around the 
theme, ‘Help Young America Grow in Free- 
dom.’ Posters and and other materials will 
be available through NRMA. 

“Promotions need not coincide with the 
actual Conference dates, March 27-April 2,” 
said Mr. Engle, “but may come before, dur- 
ing, or after.” He urged stores and local 
merchant associations to know what their 
state is doing in preparation for the Con- 
ference, and to offer their cooperation to 
state leaders. 

Since the first White House Conference on 
Children and Youth, held in 1909 at the invi- 
tation of President Theodore Roosevelt, the 
Conferences have done much for the health, 
welfare, education in democracy, and other 
problems of youth. President Eisenhower will 
invite some 7,000 people to the Golden 
Anniversary Conference. 





New Adhesive Backing 
For Decorative Plastics 

Coating Products, Inc., 101 West Forest 
avenue, Englewood, N. J., leading producer 
of decorative metallized plastics, announces 
the addition of an extra heavy strength ad- 
hesive backing formula to their line of spe- 
cial purposes adhesives to be used in con- 
junction with their Mirro-Brite “Mylar” 
laminations. 

This new pressure-sensitive adhesive back- 
ing was developed to answer the demand for 
specialized applications such as adherence 
to wood and painted surfaces. 

The new adhesive called Tytex, together 
with their standard all-purpose pressure- 
sensitive adhesive backing, now makes avail- 
able excellent adhesion to almost all sur- 
faces. 

Pressure-sensitive adhesive backings are 
employed for Mirro-Brite “Mylar” tape rolls 
and die cut pieces or panels. They are be- 
ing used for such diverse purposes as deco- 
rative trims, backgrounds, and replacements 
of costly metal parts. Write for informa- 
tion, 
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Easter Bunny Promotional Outfits 


Use These Handsome Costumes 
for Displays, Salesgirls, 
and Special Promotions 


Let this natty looking bunny help you increase Easter sales! Popu- 
lar Easter colors, and made of rich, satin materials this dapper 
costume has a purple cutaway coat with yellow lapels and a large 
white puff bunny tail. The handsome yellow vest and trousers are 
nicely set off by a pink, fine quality satin dickie. The purple hood 
... full cut for complete coverage . . . holds the yellow-lined 11° 
ears erect at all times. A durable, multicolored bunny mask .. . 
the pride of any rabbit . . . completes this excellent outfit. 

No.6500 $10 
A more lovely bunny is hard to find! Realistic in every detail, it's 
a one-piece full coverall outfit of rich, white plush. Sleeves and 
trousers have elastic at the cuffs. The hood, of the same soft 
cuddly material, is full cut for complete coverage and holds the 
pink-lined 11” ears proud and erect at all times. A multicolored 
plush bunny mask and a huge white 4” puff tail complete this 
deluxe outfit. Excellent workmanship throughout. 


Sizes: Full cut 16 (32) and 18 (36). No.6508 $15 
Order now for immediate delivery! 

Complete line of Halloween costumes. Flags, organiza- 
tion and advertising banners to your specifications. 


Celebrating 50 Years of Leadership 
' . Co., Collegeville, Pa. 
Collegeville ei wibis: iis cacti sve 


New York City: 200 Fifth Ave., W. F. Wimmer, Mgr. 
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r Symphony Plumes 


Rainbow ; 

7” x17” x7” $119.00 $332.00 12” x 8” $265.33 
21 Spray Jets. 71 Spray Jets, 4 58 Spray Jets, 4 
Complete with Tiers, individually Tiers, individually 
Brass Fittings, regulated to any regulated. Com- 

Valve, and model Height. Complete plete with Brass 
#2 Pump. with Brass Fitting Fitting Valves, 





Valves,and +4 Pump. and +3 Pump. 


WE SOLVE ANY PROBLEM 


We are generally recognized as _ short notice, if necessary, and 
the foremost manufacturers and no job is too large or too small 
designers of pumps and water to merit our individual attention. 
display fountains for every con- if our stock units are not 
ceivable purpose. We have had adaptable to your plans, we will 
years of experience, working custom build to your specifica- 
with engineers, decorators, ar- tions in any form, shape, size or 
chitects, stage and TV propmen, to scale. Please submit blue- 
estates, penthouses, home own- print, sketch or simple drawing. 


ers and fountain lovers all over We will make recommendations 
the world. Our organization is and estimates. 


geared to accommodate you on Div. DW-12 


CANAL ELECTRIC MOTOR, INC. Wires coors 


‘310 CANAL STREET ¢ NEW YORK 13, N.Y. ¢ Telephone: WOrth 6-1377-8-9 
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Preview for Spring 


Vl , i rh le 


hole 


Style 921 


Just one example from our 
Parisian and Romanesque 
collection of ideas. 
Be sure to see them all at 


Rooms 308-309, NADI Spring 
Market Week. 


MET-WOOD 


Floral Mfrs., Inc. 


ARTIFICIAL FLOWERS, PLASTICS AND 
DISPLAY UNITS 


109 BLOOMSBURY ST. 
TRENTON 8, NEW JERSEY 


Sold through leading display distributors 


new 























TICKET HOLDERS 


Molded of 
CLEAR PLASTIC 


Pyramid Ticket Holder perfect 
for small point of sale pricing 





Complete the picture of ultra-smartness created 

with plastic displayers by using ticket holders of 

clear plastic. These beautifully molded ticket 

holders are just the thing for soft line display. 

CL 10 Package of 50... ....$ 9.00 
Lots of 100 15.25 


R. C. QUENSELL 


909 S. E. 15TH CT., DEERFIELD BEACH, FLA. 
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HIS trafhe-stopping “back to civilization” 

window display by Al Coffey, display 

director for Whitehouse & Hardy, New 
York City men’s wear store, contrasts an 
African jungle motif with very fashionable 
styles for fall. Authentic African objects, in- 
cluding predominant Zebra-skin rug, shield 
and drum, were used in the window. 


In spite of the research that says that a 
major portion of men’s clothing and acces- 
sories is purchased by women, displays should 
continue to stress the masculinity of the mer- 
chandise. Women may be making the pur- 
chase, but they will undoubtedly be most in- 
terested in apparel that has a definite mascu- 
line appeal, such as used in this display. 

Mr. Coffey will receive a gold medal for 
his Display of the Month winner, chosen by 
the editorial staff of DISPLAY WORLD 
from entries received during the month in the 
International Display Contest for 1959. In the 
1958 contest approximately 4,000 entries were 
received from displaymen in all parts of the 
world. 

The 1959 contest, as in previous years, will 
continue throughout the entire 12-month 
period and is open to any displayman any- 
where in the world. It is not necessary to 
be a subscriber to DISPLAY WORLD in 
order to compete. The contest has 65 dif- 
ferent classifications making it possible for 
display people in practically any kind of 


| enterprise to enter. 


At the conclusion of the contest on Decem- 
ber 3lst of this year entries in each classi- 
fication will be judged; gold, silver and 
bronze medals will be awarded for first, 
second and third places, respectively, in 
each classification. First place in each divi- 
sion will carry with it three points; second, 





two; and third, one. The person who scores 
the highest number of points in the entire 





1958 Winners 
Sweepstakes: George K. Payne, Woodward & 
Lothrop, Washington, D. C.; First Place: 
A. Van Hollander, Gimbel Brothers, Philadel- 
phia; Second Place: J. Howard Schneider, 
The Crescent, Spokane; Third Place: Joseph 
T. Sjursen, Frederick & Nelson, Seattle. 





contest will receive a beautiful gold plaque as 
sweepstakes prize, and the next three highest 
will receive, respectively, gold, silver and 
bronze plaques. 

Entry in the affair is made by means of 
black and white photographs preferably 8 by 
10 inches in size, although smaller ones will be 
accepted. Pictures must be unmounted. On 
the back of the photograph should be listed 
the displayman’s name, his store, city, ad- 
dress, and classification. 


Japanese Teahouse 
For Store Interiors 

A prefabricated teahouse from Japan can be 
purchased in sizes from 10 feet square for 
Japanese import promotions or Oriental shops. 
Handcrafted of Japanese cedar, the Chanoma, 
as it is called, stands 12 feet high with a 
tile roof and rests on a wooden platform. It 
includes sliding shoji screens, a decorated 
panel, traditional shelves and storage cabinets, 
and an alcove for floral display. The tile 
roof is removable for lower ceilings. Delivery 
takes about three months from Miya Co., 373 
Park avenue, South, New York City 16. Low 
serving tables are also available. 
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Kulka Has Side-Entry 
Fluorescent Lampholders 

Minimum space requirements as well as 
maximum insertion and removal ease, mark 
the new Kulka Side-Entry Fluorescent 
Lampholders, Types 591-L and 591-R. 
Matched left and right units lock T-8 (1 
inch diameter) lamps. Sturdy phosphor 
bronze contacts insure positive gripping for 
dependable electrical contact. A standard 
steel mounting bracket with hole tapped 6-32, 
is rivetted to the white urea (591W) or black 
phenolic (591) body. Also available with 
other brackets to take the T-12 (1% inches 
diameter) lamps. 

Normally, these holders mount with brack- 
et at top of channel, but other mountings 
can be provided. For two lamps, two of 
these lampholders can be mounted edge to 
edge and lamps placed on both sides. Pro- 
vided with usual 9 inch plastic leads, but 
longer leads can be supplied. Listed by Un- 
derwriters’ Laboratories, these holders are 
ideal for desk lamps, drafting-table lamps, 
displays, signs, cove lighting, counter dis- 
play lighting, in appliances, etc. 

Descriptive literature available from 
Kulka Electric Corp., 633-643 Fulton avenue, 
Mt. Vernon, N. Y. 


Plastic Structural Shapes 
Contained in Catalogue 

A wide variety of plastic structural shapes 
for industrial model-builders have been 
added to the line of piping and pipe fittings 
by Industrial Models, Inc., 2311 Sconset 
road, Wilmington 3, Dela. The structural 
shapes are made of steel gray impact poly- 
styrene and available in I’s, H’s, angles, 
chanels and tees — sizes ranging from % 
inch to 114 inches. It is now possible for 
users of industrial models to obtain stand- 





ard plastic parts for structures, vessels and | 


equipment, as well as a wide range of scale 
pipe and fittings in four colors. 


New Organ Exhibit 
At Chicago Museum 

The Museum of Science and Industry, Chi- 
cago, in cooperation with the Hammond 
Organ Company, has opened to the public a 
new exhibit, titled “Science of Sound and 
Musical Tone.’ The exhibit consists of a 
series of rooms in which automatic anima- 
tion devices interpret the ways by which 
musical sounds are transmitted and received. 
Four sound-proof booths are equipped with 
chord organs for the public’s “do-it-yourself” 
use. Designer of the exhibit was Donovan 
Worland, manager of exhibits projects, 
Latham-Tyler-Jensen, Chicago industrial 
design firm. 


New Sales Director 
For Lenox Plastics 

Michael S. Chauncy has been named sales 
director, special markets for Lenox Plas- 
tics, Inc., it was announced recently by J. 
Robert S. Conybeare, vice-president, sales 
for the St. Louis firm. Mr. Chauncy will 
head up a newly created special markets 
sales division to intensify Lenox Plastics’ 
coverage in the premium promotion and spe- 
cialty sales marketing fields. He comes to 
Lenox Plastics with a background of 14 
years of experience in these special market 
activities. 
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Here's an Inexpensive, direct way to 
Increase Your Sales! 


The “MAGIC” FAUCET 


A great Window Display Attention Getter — May be 
used in thousands of promotion ideas . . . especially for 
wash and wear apparel and rainwear. 

The continuously running water out of the unattached 
“floating-in-mid air" faucet into the polyethylene bucket 
makes people stop, look and go ''ga-ga." 


@ No water connection required. 
@ Equipped with re-circulating motor pump hermetically 
sealed in oil. Never needs lubrication. 115 Volts AC. 
Height: 33 inches. Bucket |! inches dia. 


Guaranteed for one year. Made to last indefinitely. 


1 to 3 units $45. ea. — 4 to 8 units $40. ea. 


9 or more units *38-°° ea. 
ORDER NOW — IMMEDIATE DELIVERY 
Div. DW-I2A 
CANAL ELECTRIC MOTOR, INC. ‘Wore siseeanesS 


310 CANAL STREET @ NEW YORK 13, N. Y. @© WOrth 6-1377-8-9 
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TO “YOU" 
FROM THE BIGGEST LITTLE COMPANY 


IN THE MIDDLEWEST. 


NEPTUNE ART & DISPLAY CO. 


1901-3 W. Division Street, Chicago 22, Ill. 
Phone: BR 8-8150 


See you next month with Our New Spring and Summer Line. 














From a 1” x 2” furring strip 
L, i | M B kK R toa 12” x 12” Timber. 


Masonite Cut to vour specifications by one of New York’s 
Celotex LARGEST and most DIVERSIFIED Lumber Companies. 


Mouldings © FAST SERVICE e 


Homasote LUMBER 
Plywood T U i N O » 4 & TRIM CO. INC. 
17 Ridgewood Place Brooklyn 27, N. Y. 


Glenmore 5-414] 
There are more Special Items in this MODERN Lumber Yard than in any other in New York 








Upson Board 
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P-O-P Completes Sale Cycle 


OINT-OF-SALE or _ point-ot-purchase, 

as the term obviously implies, signi. 

fies the actual place where products are 
sold. Its roots extend deep into the past - 
into the activities of the ancient market 
places, back into the days ot common bar- 
ter. The three gold balls of the pawn 
broker, the red and white pole of the sur- 
geon-cum-barber, are both historical exam 
ples of POP material. Relatively new, how- 
ever, is the increasing complexity of POP 
lisplays, due, of course, to the increased 
competition in selling, and the multiplica 
tion of old and new products. 

The truly spectacular growth ot POP has 
come in the last ten years since it 1s only 
within this last decade that national adver- 
tisers have come to the realization that in 
der to merchandise their products prop- 
erly, they must develop a planned display 
program integrated with media and sales. 
Distillers and brewers, for example, now al- 
locate up to 30 per cent of their overall ad- 
vertising budget for POP. In addition, the 
phenomenal development of new techniques 
and materials has also contributed to the 
emergence of point-of-sale trom its lowly 
position as “stepchild” to its present plac« 
as a full-fledged member of the advertising 
family. 

Our trade association of point-of-sale pro- 
lucers, the Point-of-Purchase Advertising 
Institute, familiarly known as POPAI, calls 
POP the step that “completes the cycle of 
the sale.” 

How does it work? 1. It reminds the cus- 
tomer that the product exists and that he has 
seen it advertised. 2. It tells the customer 
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By MRS. FRANCES ULLMANN 


Morton Ullmann Corporation 
New York City 


Wife of display consultant tells 
of evolution of the point-of- 
purchase display program and 
the need for compromise be- 
cause of time factor or expense 
... More originality needed — 
also new techniques and mate- 
rials 


that the product is ready for sale in this 
particular place.. 3. It attracts the custom- 
er’s attention away from competitive prod- 
ucts. 4. It ASKS THE CUSTOMER TO 
BUY! 

Actually, there are only two kinds of ad- 
vertising that can close a sale: mail-order 
advertising and point-of-sale. 

POP Nearest to Product 

Among all promotion techniques POP dis- 
play is the one nearest to the product. Other 
advertising media — newspaper, magazine, 
direct mail, billboard, sign, poster, radio and 
television — are removed from the item to be 
sold since they perform where the product 
hasn't actual consumer accessibility. The 
POP display has extraordinary potentials 
as the last link leading directly to the prod- 
uct. All other forms of advertising depend 
on a delayed action on the part of the pur 
chaser, POP must convey its message in 
the immediate terms of here and now. HERE 
is the product, NOW is the time to buy it. 

Five years ago the POP industry was 


—Here are some excellent examples of attrac- 
tive and original point-of-purchase displays 
. At top left, by Fort Wayne Corrugated 
Paper Company, McKees Rocks, Pa., for Fed- 
eral Enameling and Stamping Company, same 
city .. . Top right, by Nita Opitz Company, 
New York City, for Sacony, children’s wear 
manufacturers; outer wheel rotates so that 
customer can choose own combinations 
Left, by International Sterling Division of The 
International Silver Co., Meriden, Conn.— 
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Struggling along at a level of $500 million 
a year. Now it is a billion dollar industry. 
It is the fourth largest advertising medium 
in this country exceeded only by newspapers, 
television and direct mail and it is closing in 
on the leaders. 

How does a display program evolve? 
There really is no set pattern, although there 
are, naturally, certain standards of measure- 
ment to guide in the selection of POP ma- 
terial. Chief of these is IMPACT. Since 
POP is advertising it must fulfill the re- 
quirements of any form of advertisement: 
Freshness of approach, simplicity, and forceful 
impact. And of prime importance is the 
attention-getting value of a display. 

Keeping standards of measurement in 
mind, the display advertising department 
head or the sales promotion manager (the 
nomenclature differs with the company) co- 
ordinates with advertising and sales and 
works out, in a general way, a display pro- 
gram. He has been allotted a budget which 
he apportions for the types of materials 
which will best suit the needs of his prod- 
uct. A large part of his budget will, per- 
haps. go to permanent and semi-permanent 
display, a smaller per cent for lithography 
and other temporary items and he will save 
some of his money for special requirements 
or short-term promotions. He may call in 
two or three creative lithographers with 
whom he has worked satisfactorily in the 
past, discuss his needs for a specific type of 
cardboard display and choose from the sub- 
sequent submissions the ones that best suit 
his requirements. If his general plan calls 
for certain types of metal signs he may 
follow the same procedure with his metal 
suppliers. 


Meet the Display Consultant 

Now his’ display program requires 
VARIETY and IMPACT. These standards 
may best be met by certain displays which 
combine various materials. Then our sales 
promotion manager may turn to what is 
commonly termed a display broker.This is 
really a misnomer. Display consultant is 
certainly a more exact term. Essentially, 
display consultants are idea people who de- 
sign displays and display programs to imple- 
ment, supplement and complement a sales 
and advertising program. I am a part of 
such a company. As display consultants, we 
are constantly searching for new techniques 
with a lot of attention-getting value. We 
may have evolved a tricky motion display, 
either motion in the display itself or through 
the movement of the spectator. We work 
with many different manufacturers and are 
able to combine their efforts. We can choose 
the material which best fits the special re- 
quirements of the product, and, under the 
guidance and direction of the advertiser, 
adapt our unusual effect or technique so that 
it is an integrated part of the whole adver- 
tising program. 

Since, as display consultants, we are free 
of the burden of factory overhead and are 
not bound to any one medium, we must be 
conversant with a wide variety of materials 
and existing techniques as well as those 
techniques that are still in the process of de- 
velopment. There are good reasons for this. 
Before the consultant can even make a pre- 
sentation, he must be aware of the problems 
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Fro. Magnifi ique . ee * Chic! 


FOR YOUR BOUTIQUES. 


Our NEW line of French-Styled Boutique Displayers are 
concentrated on larger and important looking units. 

: Each custom-made piece is truly outstanding to make your 

store look more debonair. 


MORE RICH WOODS! 


for the MEN’S DEPARTMENT. 
have enlarged our Rich Woods’ line with additional custom- 
made Clothing and Haberdashery Display Units. 
Low Boys, Highboys and Shelf Units, reflecting quality and 
dignity with an air of tasteful grooming usually associated 
with higher priced merchandise. 


THALL PLASTICS & METALS CO. 
139 Duane St.. 


New York 13, N. Y. 
Mfrs. of Better Displayers 





IMPORTED HAND - CRAFTED 
ORIENTAL BRASS HARDWARE 


for window and interior 


e SPECIAL DISPLAYS 
e PERMANENT DECOR 


Beautifully hand-engraved in the Orient by skilled 
artisans to provide greater authenticity and eye 
appeal for your oriental settings ... to add an 
accent of Far Eastern elegance to permanent dec- 
orations . . . as items of prime interest to profes- 
sional interior decorators. Included in this rare 
line are hand-engraved or plain styles in polished 
brass, also antique silver-on-brass, with all types 


lacquered to resist tarnishing. es : 


Write for free color illustrations. Hardware sample 
of each finish included for $1. Money back guarantee. 
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RITTS CO.., Dept. DW, 2223 S. Sepulveda, Los Angeles 64, Calif. \ ems 
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Jack M. Sida & Co. 


2037 STANLEY ST., 


Greatest Values In 








BMITED STATES 
iva Ze: .... gaa 
“ 1” ss 3 $398 


Giant 26" x 42" $750 


F.O.B. New York 
1% 10 days net 30 


MONTREAL 2, CANADA 











THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 


8820 Sunset Bivd., Los Angeles 46, California 














WOOD FLAKES— CHIPS 


Kut Grass, Palmetto, Cycas leaves, Sand, Stones, Coral, 
Plastic for Spring Displays. Contact your jobber to 
see our 1960 catalogue. If necessary write direct. 


National Display Materials 
Div. of National Sawdust Co., Inc. 
65 N. 6th Street Brooklyn Ii, N. Y. 
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Brazilian a 


Exchange visitor praises U. S. displays, says 


displaymen pampered Display materials 


limited in Brazil to basic essentials . .. Creativity 


and ingenuity are put to test 


—These five displays by Miss Rosa Maria Lutzenberger for Casa das Canetas, 
Porto Alegre, Rio Grande do Sul, Brazil— 
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f ‘HANKS to the Department of State’s 
International Educational Exchange 
Service, DISPLAY WORLD had the 

pleasure of meeting Miss Rosa Maria Lutz- 

enberger, Brazilian free lance displaylady, 
during her recent tour of the U.S. At the 
time of her visit at our offices she was on 
leave from her additional capacity as an 
assistant at the Fine Arts Institute, Porto 

\legre, Rio Grande do Sul, Brazil. 

She left with us a selection of photos of 
several of her displays for small stationery 
store Casa das Canetas, Porto Alegre, five of 
which are shown here. 

Miss Lutzenberger, daughter of a World 
War One German officer who took his family 
to Brazil shortly afterwards, was outspoken 
in her praise of the general quality of 
American display, but, at the same time, 
contending that American displaymen were 
being “pampered” by the availability of so 
many ready-made display props and acces- 
sories. She said she wondered what some 
top U. S. displaymen would do if they were 
limited to such basic materials as cardboard, 
colored paper, wire and paints, as is the 
usual case in Brazil. 

All five of the pictured displays promote 
sales of fountain pens, with cut-out brand 
names playing prominent roles in both bot- 
tom displays and the one at top left. Car- 
toon-like figures are cut from heavy card- 
board at top left and from thinner paper for 
three-dimensional paper sculpture effect in 
the back-to-school display at top right and 
the Valentine window at center. 

Moldable wire and corrugated colored 
paper become a modernistic displayer for 
pens at bottom left, and wire is bent to form 
line figures at bottom right. 

Not shown are other displays in which 
these materials played prominent roles. In 
one display headlined ‘55 days of ink in 
each filling,’ the window was filled with 
giant drops made of transparent gellatine 
held taut in black cardboard trames. A 
model of a pen was suspended amidst the 
hanging drops. 

Another display has a giant cut-out hand 
in the act of operating the plunger to fill a 
pen from a huge ink bottle. In contrasting 
black and white, another display presents 
copy “an indispensible companion” on a sim- 
ulated piece of stationery and envelope on 
the back wall as a cut-out pen in hand 
writes the message. 

Using the forceful poster-type presenta- 
tion, Miss Lutzenberg, in another display not 
shown, proclaims “a new pen of quality” 
against a colorful background of geometrical 
shapes of colored paper against a black wall. 
Dan Derieg Dies, 

West Coast Rep 

It was just brought to our attention that 
Dan Derieg, West Coast representative of 
American Fixture, Inc., with offices in San 
Francisco, died early in July of a very sud- 
den illness. Many of his friends will be 
saddened to learn cemmaatinndy of his death. 


Natalini Joins 
Hackensack Store 

Thomas Natalini, formerly of the display 
staff of Arnold Constable, New York City, 
has taken over as display director for the 
store’s Hackensack, N. J., outlet. 
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THE WORLD'S FINEST 
FLOWERS AND FOLIAGE 


IN CORALIN® PLASTIC 
Over 200 Varieties! 


@ Many types available 
especially for “display” use 


BE FIRST WITH THE NEWEST! 
Write Dept. D-12 for catalog 





, by ae 
: “CORBOSCO” . V- 
basse ems illustrated in full color 


and complete price list 


pioneer @ originator @ world leader in plastic flowers 


CORHAM ART FLOWER COMPANY 


216 Central Avenue, White Plains, N. 


Y. 











| AS ADVERTISED i Store Directory & 
Bulletin Boards for 


Better Selling! 


Let an 


loreesse 


Suggestion," 


boards. 





impulse buying with its depart- 
mental listings and your adver- 
tisements. Write today for Acme's 


FREE folder "Selling Through 


log on directories and bulletin 


Acme board create 


and the latest cata- 








ACME BULLETIN COMPANY 


37 EAST 12th STREET e NEW YORK CITY 3 











AMERICA'S LARGEST AND BEST 
SELLING MODERATE PRICED LINE OF 


ARTIFICIAL FLOWERS, FOLIAGE, SET PIECES 
and NOVELTIES For VALENTINE & SPRING 1960 


For the Display Jobbing Trade 
Will be open Saturday, December 5th at the New York NADI 1959 Showing 


Rooms 548, 549, 550 & 551 


New York Trade Show Building, 


35th St. and 8th Ave., New York, N. Y. 


DECEMBER 6 THRU DECEMBER 10 
Send your request for your FREE catalog for Valentine & Spring 
Manufactured & Imported by 


BERNARD SCHWARTZ & CO. 


426 EAST 91st STREET 


NEW YORK 28, N. Y. 
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Force Attention, Increase Advertising Value 


= Ie a> 
ELECTRIC COMPANY meter 


FLASHERS 


Since 1900 





RIVER GROVE, ILL. Driven 





















Our Mademoiselles will 
Enchante Vous 


952 ROOM 552 


@ DEPARTMENT STORES 
@ CHAIN STORES 
@ SMART STORES 


New! Different! 


CUSTOM DESIGNED 
POPULAR PRICED 


@ ARTIFICIAL FLOWERS 
@ FOLIAGES and NOVELTIES 
@ SET PIECES 


* 
CREATIVE DISPLAYS 


225 NEW YORK AVE. 
JERSEY CITY, N. J. 


Sold throughout the U. S. and Canada 
by all the leading display jobbers. 
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CLASSICAL. 


WOOD COLUMNS 


COLUMNS CARRIED IN STOCK 
OR MADE TO DETAIL 


COMPOSITION ORNAMENTS for Woodwork 




















Established over 50 years 


AMERICAN WOOD COLUMN CORP. 
913 GRAND ST., BROOKLYN 11, N. Y. 
STagg 2-3163 
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‘RUSTIC & WESTERN DISPLAYS | 
@ Rustic Frames U Ss T i Cc 


@ Rustic Boxes 
@ Bird Houses Furniture Co., Inc. 
Parkcraft"’ 






































& Feeders 
BIRCH Poles & Branches Phone NAtional 9-6479 
CEDAR Poles & Slabs Williamstown, N. J. 

s y 

PLASTIC PEGS FOR 

PF Make _ color- [ = OARO" | 
ful letters, < 
numerals, om 
dots, designs for SIGNS ¢ DIS- 
PLAYS @© CONTROL CHARTS. 

Write for literature, samples 
Lumi-plug® SALES corp. 
15 W. 44th St., New York 36 
*Masonite Corp—Quality 


Panels 





® PLEASE MENTION DISPLAY WORLD ® 
WHEN WRITING ADVERTISERS 


| supermarket at Fairview, Mass., 
| gonal pattern of the gondolas and the consecu- 
| tively instead of alternately designed floor tile, 


| right, an 
| signia incorporating the sprouting ‘'g 








~New Growers Supermart 
Has Radical Design 


Many unusual design and layout 

features of new supermarket 

may adaptable to 

department store self-service 

areas . . . Departmental signs 
aid corporate image 


SUPERMARKET built for $7.00 per 
A square foot (as against an average of 

$14 in the New York area) and whose 
first and opening days saw people 
waiting in line to enter because every one of 
its 200 baskets was in use before the end 
of the first half hour, may revolutionize 
future supermarket design and possibly 
department despite the fact that 
some of its features are completely contrary 
to accepted rules. 

The new super is the ninth 
Growers Food Center, a Springfield, Mass., 
chain operating in two states. It opened 
March 3rd in Fairview, Mass., to serve the 
area including Holyoke, Chicopee, Chicopee 
Falls and Westover Air Force Irv- 
ing Feinstein, president, and his brothers 


prove 


second 


stores — 


unit of 


Jase. 


—At top is an interior photo of the new Growers 
showing the dia- 


both ideas contrary to popular thinking . . . At 
example of the departmental in- 
" that ap- 
pears over the rotisserie section— 


Abe and Jack, operate the chain, which was 
founded in 1930. 

When plans were discussed tor 
tion of the current unit, 
brothers felt a change in 
formula was essential 
the retail 


construc- 
however, the 
their previous 
they believe 
entering a new 


because 
food business 1s 
CTa, 

They point to the nation’s exploding popu- 
lation, the consequent increase in young 
families, patterns of eating and 
new building developments as factors mould- 
ing new thinking about food packaging and 


changing 


DISPLAY WORLD 











food tastes, and therefore food merchandis- 
ing. Realizing that professional assistance 
was needed to help resolve their thinking, 
they retained Creative Designs International, 
New York specialists in supermarket de- 
signs and planning. 

Herbert Ross, head ot CDI, explained 
what his organization did as tollows: “We 
tried to design the super in such a way as to 
make shopping there an exciting event, not 
a chore. We created vistas by opening up 
the entire store area through the creation of 
plazas and the use of low refrigeration 
units. No gondola is the same length; they 
range from 18 feet to 46 feet. There are no 
box-shaped spaces and no feeling of being 
trapped in long corridors. 

“A woman will take home a bigger basket 
if impulse shopping 1s facilitated, so we 
emphasized “go withs” by positioning vari- 
ous departments side by side. The ice 
cream gondola, for example, is placed not 
only for last minute shopping near the end 
ot the route, but adjacent to the bakery and 
frozen food sections. 

Prestige and interest-arousing innovations 
for Growers that we incorporated are a serv- 
ice delicatessen, a rotisserie, a bakery with 
four ovens, and a Gourmet Center that offers 
a complete line of S. S. Pierce products. A 
measure of the success of these new depart- 
ments is the fact that on opening day shop- 
pers were four deep in front of the delica- 
tessen counter.” 

Like all pioneers, Mr. Ross’ ideas found 
voluble skeptics. Some of his ideas that 
caused head shaking were the limitation of 
grocery space to only 668 square feet out of 
the total selling space of 13,000 square feet 
and his disregard of the basic rule that 
shoppers should be made to travel shoulder 
to shoulder and kept moving torward. Also, 
the use of floor tiles so that the design ran 
consecutively instead of alternately; placing 
gondolas on a diagonal pattern instead of 
perpendicularly to the walls; a 33 foot high 
pylon teaturing 32 large plexiglass circles, 
each with neon tubes behind it. 

The Feinstein brothers grew so enthusias- 
tic as construction progressed that they also 
had C. D. |. redesign the company’s letter- 
heads, bank checks, truck decoration, the 
girls uniforms, and even the match folders 
given with cigarette purchases. 

Focal point of all design is a lower case 
(small letter) ‘‘g’’ with a small leaf growing 
out of its top, symbolic of the fact that 
Growers is growing lustily. 

Ed Feldman, C. D. IL. project designer, 
declares, “We predict that our design of 
merchandising, flow pattern and decor for 
this unit will soon rank it a leader in the 
nation in terms of profits per square foot 
for supers of its size. Since department 
stores have often used supermarkets to test 
self-selection theories, this approach bears 
watching. 





Brown to Head 
Illumination Group 


Willard C. Brown has been elected to a 
four-year term as president of the United 
States National Committee of the Interna- 
tional Commission on Illumination. He is 
manager of lighting education for the Large 
Lamp Department of General Electric Co., 
Cleveland. 
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DISPLAY AND STORE EQUIPMENT 
MANUFACTURERS... 


Locate your salesmen in the heart of the busiest 
trade area in the West. Close to all transporta- 
tion, freeways, downtown hotels, major buying 
offices, wholesale district. 


SHOWROOM AND OFFICE SPACE FOR RENT 


Where important buyers come to select their lines 
FREE PARKING TELEPHONE SERVICE 


Inquire 


sales promotion center 


1200 S. FIGUEROA ST. LOS ANGELES 15, CALIF. 
Richmond 9-2081 














SANTA CLAUS SUITS 


To make your Santa look real... and at low cost to you! 
No. A-lI—THE SUIT. Beautiful No. A-9—FINEST QUALITY outfit made of 
and lush soft Velveteen Suit RED VELVETEEN. Consists of overblouse, 
with REAL WHITE FUR trimmed pants and Velveteen hat trimmed with white 
on hat, overblouse and leggings. PLUSH. Heavy weight leatherette belt with 
Black patent leatherette belt large gilt buckle, leatherette boot tops with 


with large gilt buckle. white plush trim. Large size only. 
$115.00 without wig & beard $75.00 without wig and beard. 
No. A-5—DE LUXE RED VELOUR OUTFIT, without wig & beard...... $57.50 
No. A-3—RED TWILL SANTA OUTFIT, without wig & beard......... $22.50 


SANTA WIG & BEARD SETS 
100% Nylon Wig & Beard Set, Standard... ..$19.90 






De Luxe Nylon Wig & Beard Set—50% fuller than Standard........ $29.50 
Super DeLuxe Nylon Wig & Beard Set—100% fuller than Standard. .$39.50 
Sevan Wie & Board Seb. ..cccccccccccccccccccccccccsccccccccecs $12.50 


LATE IN ORDERING? |‘yenznrna nanpuic min 
LATE IN ORDERING? | HERZBERG-ROBBINS, INC. 
phone for immediate 110 W. 30th Street, New York 1, N. Y. 
delivery. ee  ~PEnn 6-3585 | 
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the unusual in mirrors by PARALLEL 






Paramir (A)—dramatic multi-color mirrors 
Parafiex (B)—silver & colored faceted sheets 
Mirror Decor—loose pieces in all shapes Your source for materials, mirror balls, 
Mosaic Glass Tesserae—Piastic Mirrors and finished units to your specifications. 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 











@ CEASE-FIRE @ PORTO-POST 
Fiameproofing Crowd Control 
Spray Equipment 

@ FLEXIBOOTH @ MIRRORED BALLS 
Exhibit Booths * SPOTLIGHTS 


Filjon Industries, Inc. 


1211 E. FAYETTE ST., SYRACUSE, N. Y. 
Write for literature—Box 122 








Highest Quality Wood Display Letters 


WOOD LETTERS 


20 Stock Alphabets from 1° to 12” high 


206 MAIN PROFESSIONAL BLDG 
og ee 
ROYAL OAK MICHIGAN 


Write for descriptive literature ond pr 
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V3 STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 
how to do every phase of window 
display work. Merchants, display 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 
Employers: Free to you — 
names of our qraduates. 


Write for literature 


THE KOESTER SCHOOL f; 


3710-12 N. Cicero Ave., Chicago 41, 





\ | 








AMATING ELECTRONIC SWITCH 


Operate your motion displays by relay control 


Eliminate breakdowns 
and ragged action 
caused by continuous 
running. The shopper 
is invited to place his 
hand over the window 
target. Your display 
will run until he re- 
moves his hand. 
AGENTS WANTED 


$26.29 Delivered 


LINCOLN ELECTRIC COMPANY 


28 Jonathan St., HAGERSTOWN, MARYLAND 











DISPLAY TURNTABLES 
@ All Steel 
ALL SIZES—Large or Small 
Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 St., Bronx 54, N. Y. 


@ Heavy Duty 











SHOULDER COVERS 


Vinylite window-clear — vinyl — polythene. 


Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 


WOOD and PLASTIC LETTERS 


AND SPECIAL SCRIPT 


All styles and sizes. Custom signs — Window — Store 
Directory — Desk — Trade Mark Reproductions. 











— interested in Salesmen and Jobbers — 


DISPLAY CRAFT 804 W. MAIN ST. 


PORTLAND, IND. 


FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS 
R. A. OHLHORST 


278-292 Johnston Ave. Jersey City, N. J. 














BRASS & CHROMIUM RAILINGS 


for every purpose 
PORTABLE  @ STATIONARY 
VELOUR COVERED ROPE 
S. PARKER HARDWARE MFG. CORP. 


Since 1900 
a eg eee ee OF 








29 LUDLOW sT., WaAlker 5-6300 


DECORATIVE FOILS 


k P Expanded Aluminum Foil, R P Ex- 

panded Puffing Foil, R P Unexpanded Foil, 

R P Non-Expandable Foil, R P Base Metal 
Write for Samples 


RESEARCH PRODUCTS CORPORATION 











1015 E. Washington Ave., Madison 1, Wisconsin 
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FRENCH KIOSK ADAPTS 
FOR FASHION SKYLINES 


[Continued from page 52] 


ing a multitude of items and events. These, 
15 feet high and, roughly, 8 feet in diameter, 
Mr. Vilimas divided radially into three pie- 
shaped wedges of 120 degrees. Each section 
then was designed to mirror the particular 
feeling of one of the three cities. Black 
netting was planned to hang to either edge 
of the individual wedges, allowing only one 
complete wedge at a time to be seen by the 
audience. Finally, the unit was mounted 
on rollers enabling it to be rotated easily 
and quickly. 

The Rome setting, which came first in the 
show, was one of Roman roofs over which 
loomed the dome of St. Peter’s. The archi- 
tecture was Italian in feeling with the sug- 
gestion of a sculpture in the left foreground 
and traditional grillwork balancing the right 
side of the scene. 

In designing the second set, Mr. Vilimas 
shied away from the obvious, the Eiffel 
Tower. “Very ‘worn down’,” was the way 
he described his feeling toward what prob- 
ably is Paris’ most famous landmark. “Every 
poster uses it. So, I thought it would be 
wise to skip it.” Thus, the Paris set turned 
out to be a slice of Montmartre. Again, 
a church, Sacre Coeur, overlooks the scene, 
a narrow side street brightened by a cate 
lantern left, an awning on the right. 

When it came to New York, the set vir- 
tually designed itself. In Mr. Vilimas’ 
mind, “There was no doubt about it. New 
York had to be characteristic. Skyscrapers. 
After all,” he added, “the theme was ‘sky- 
lines’.” An RCA sign topped his New York 
skyline. Another component was the sug- 
gestion of a rooftop theatrical billboard ad- 
vertising the only possible choice, ‘My 
Fair Lady.” Behind every cut-out window, 
Mr. Vilimas placed a “bee” light to give the 
illusion of the city after dark, in keeping 
with the type of merchandise shown in front 
of this final set. New York, incidentally, 
was the only set having other than exterior 
lighting 

Hardboard was utilized to back the three 
sides of the kiosk’s body. Roughly 6 inches 
in front of this, tulle was stretched and on 
this were cemented the silk figures of the 
rear plane. Mr. Vilimas used silk for the 
cut-outs to give a softer, more elegant look, 
which could not have been attained with 
paint. The two front planes of each set, 
similarly of tulle and silk cut-outs, were 
hung on either side about a foot in front of 
the rear panel. By utilizing a three-plane 
treatment, an illusion of greater depth was 
achieved, another impossibility had paint 
merely been applied to a single scrim. 

Surmounting the three scenes of the kiosk 
was a carousel-like topping of silk overlaps 
in three colors. The top was an especially- 
designed wrought iron cupola painted white. 
Exterior lighting a single circuit for each 
set was hidden behind the scalloped val- 
ance just below the silk carousel. Wiring 
from set to outlet, Mr. Vilimas cautioned, 
had to be long enough to avoid tangling 
when the set was turned through its 360- 
degree cycle. The set then was reversed to 
its original position before the next showing. 

The entire structure was mounted on a 
single piece of heavy plywood, 8 feet in 
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The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


MAKES YOUR COPIES OF 


DISPLAY WORLD MANY 
TIMES MORE VALUABLE 





@ Easily holds 12 copies 
@ Keeps copies clean 


@ Handy for reference 


*300 
~~ each postpaid 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI J, OHIO 
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diameter. Six rollers permitted it to revolve 
easily, well within the 20-second limit. 

The Junior League introduced each of the 
three sequences to a darkened room. The 
first, Rome, featured an animated conversa- 
tion of Italian voices, immediately after 
which the Italian set, already in place, was 
lighted. Following the last mannequin in 
the initial sequence, the room again was 
darkened to permit the set to be rotated. The 
sounds of the Paris railroad terminal be- 
gan the next segment and, in similar fashion, 
New York was announced by the recorded 
bustle of Idlewild’s landing aircraft and 
Brooklynese accents. 


As the accompanying pictures show, Mr. 
Vilimas’ sets were not elaborate. As a mat- 
ter of fact, they tended toward the simplicity 
school of display design, a school for which 
Mr. Vilimas will argue at the drop of a hat. 
Actual total cost of the Junior League sets 
was just under $1,200. 





Modern Plastics Encyclopedia 
Evaluates New Plastics, Equipment 


For the first time, the plastics field will 
have access to a complete catalogue of ma- 
chinery and equipment with detailed, com- 
parative specifications. The compilation is 
a feature of the new Modern Plastics En- 
cyclopedia issue for 1960. Now entering its 
21st year, the Encyclopedia is the only com- 
prehensive standard reference book in the 
plastics field. 

The new section on machinery covers all 
commercially-available plastics processing 
equipment from the entire world with the 
exception of the Iron Curtain countries, ac- 
cording to Alan S. Cole, president of Breskin 
Publications, Inc., of New York, which pub- 
lishes the Encyclopedia. The section in- 
cludes specifications charts of equipment 
from 103 manufacturers. 

A continuing feature of the publication 
are two comprehensive properties charts for 
both thermoplastic materials and thermoset- 
ting materials, incorporating information on 
the latest additions to the plastics material 
field. Forty different properties are valu- 
ated and compared for all the materials and 
a total of 178 manufacturers and suppliers 
of plastics materials are listed. 

As a standard reference work in the field, 
the new edition of the Encyclopedia has re- 
vised and updated its coverage of subject 
matter traditionally incorporated in past 
issues. This applies to sections on all plas- 
tic raw materials including such new ma- 
terials as the acetal resins, polycarbonate, 
and polypropylene; the processing of the 
new plastics; machining, assembling, finish- 
ing, and decorating plastics, molding rein- 
forced plastics, and an analysis of auxiliary 
equipment. 

Bound in hard covers, Modern Plastics 
Encyclopedia has 1,241 pages. It is cross- 
indexed for subject contents and advertisers, 
and includes bibliographies of books and 
periodicals in the field, as well as general 
industry statistics. It contains the most 
comprehensive listings of plastics materials, 
services and machinery available. 

Further information may be obtained from 
the publisher, Breskin Publications, Inc., 575 
Madison avenue, New York 22, N. Y. 
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Don’t 
Buy 


until you see the exciting new collection 


Another 
Manikin- 


of realistic manikins for 1960. 

See the new “Family of Manikins” for 

togetherness displays See the highly styled 

individual units Truly the finest for less. 
Call or write today for detailed photos 

and price list of this new line for 1960. 

Don’t Miss It!! 


NEW WORLD 
MFG. CORP. 


27-31 Bleecker Street, New York 12, N. Y. 


/\ Algonquin 4-8968 
/ 
| 








Shown at Display Center, 400—8th Avenue 











ONLY FLAIR 


HAS THE PHANTOM 


“ANKLE-ROD"! 
AIR eastic MANIKINS 


15 W. 18th STREET NEW YORK 11, N. Y. 
























Don't Delay! 
All entries in 
DISPLAY WORLD ’s 
International 
DISPLAY CONTEST 
for 1959 


must be received before 
December 31 


— 65 Categories — 























101 





For the Latest in 
Spring Polyethylene 
10 Ft. Flower Garlands, 


Ferns and Flowers, see... 


TITAN Associates 


Manufacturer's Representatives to the 
Jobbing Trade 
150 W. 34TH ST., NEW YORK 1, N. Y. 
PE 6-7647 











FIREPROOF . . . REALISTIC 
SPARKLES LIKE Meal SNOW 
Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. | 


26 SIXTH S* 
STAMFORD, CONN. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN — ENROLL NOW 


PAN-AMERICA ART SCHOOL 


316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 


FOREST PARK, 
PLLINOTS 








151 WEST 18th STREET, NEW YORK II, N. Y. 


letter co. 
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AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 
H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 








FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam — 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 








COLOURAMA COLOR WHEEL 


Clips on in a jiffy any PAR38 or R40 
Rugged — Dependable 


COLOURAMA SALES COMPANY 


Box 1631 SACRAMENTO 6&, CALIF. 








DISPLAY, published in London, Eng- 


land, is a beautifully illustrated monthly publication 
which will show you the latest and best displays and 
ideas from the United Kingdom, Europe, Scandi- 
navie, South America and Africa. To subscribe 
(12 issues) send $6.00 check to HOMER GUCK, 
U. S. Repr., 400 8th Ave., New York |, N. Y. 











P.O-P COMPLETES SALE CYCLE 
[Continued from page 95] 


and restrictions peculiar to the advertised 
product involved. Each of you, in your own 
phase of advertising, must consider problems 
of a general nature, I am sure, but when one 
deals with the product at the point of sale 
the problems and restrictions become very 
specific. 

A tew 
you see 


drinks 


concrete ‘for instances’ will 
what I mean. In the field of soft 
there are four different markets: 

Customer buys by the carton; 2. Fountain; 
Theatre lobbies, and 4. Vending machines. 
ach of these markets requires a different 
ype of display. 

Cosmetic displays for drug and chain 
stores are quite different in concept from 
those designed tor department store use. In 
drug and chain stores the cosmetic product 
must vie with competing items not only for 
attention but also for space. 


help 


4 
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Since each ma- 
jor cosmetic house has its own counter in a 
department store, the displays must be of 
greater permanence and dignity. 


The Compromise 

In addition, we must always be alert to 
the need to compromise by switching ma- 
terials or techniques. Perhaps we have de- 
signed a very handsome display for a client 
that because of the techniques involved re- 
quires three months to manufacture in quan- 
titv. We have presented it and, finally, 
after revisions, indecision, conierences and 
what have you, we receive the “go-ahead.” 
Fine. It is the middle of March and they 
positively must have every single unit in the 
field for a special promotion by the last 
week in April. So we don't have three 
months, we have less than six weeks. This 
obviously is the time for compromise and 
switching. But | assure you that a 
reasonable facsimile of our original concept 
will be in the field by April 30. O course, 
during that six week period there will be 
days and evenings when our two daughters 
will walk softly and talk in whispers if they 
know what's good tor them. 

Frequently we are confronted with the 
personal idiosyncracies of a particular cli- 
ent. Several years ago I went with my hus- 
band to San Antonio to show our customer a 
complete display program for the following 
year. Usually, when I accompany my hus- 
band at such a presentation I sit quietly, 
honestly, I do, and take notes; but in the 
friendly, hospitable Texas atmosphere I felt 
free to speak up in regard to one of the 
pieces we were presenting. I thought, and I 
still do, that this particular display would 
have a lot more sell if we incorporated a 
motor so that there would be an interesting 
motion. The V. P., who was our host and 
client, turned to me and said ‘Fran, honey, 
we got a saying around these parts: ‘If it 
moves, shoot it and send it back.’” They 
had had a couple of sour experiences with 
motion displays and for years refused to use 
them. It is only within the last couple of 
years that many of their national competitors 
have come into Texas with large, elaborate 
motion displays, and so they, too, have been 
forced — still against their will — to fol- 
low the trend. 

One last spate of words on the need to 
compromise and adapt. Although we never 


can 


start the creation of a new display without 
keeping budget requirements foremost in 
mind, it is not unusual for budgets to be 
revised downwards — budgets are always re- 
vised downwards — and then either the 
quantity must be reduced (which the adver- 
tiser practically never wishes to do) or the 
quality must be downgraded. There are 
many ways in which this can be done — by 
substituting cheaper materials or by re- 
moving some of the “luxury” factors. The 
consultant is only limited by his own knowl- 
edge and ingenuity. 


Materials and Techniques 

What are the most common materials used 
today in the design and production of dis- 
plays? There really are an almost unlimited 
number from which to choose and these may 
be combined and handled in an infinite num- 
ber of ways. In point of fact almost any- 
thing can be adapted as a material for a 
display even such an unexpected item as 
Italian wheat. Our only real problem there 
was that apparently mice regard it as a food 
delicacy. And we did have to have the 
wheat at the plant while the displays were 
being manufactured. By storing the wheat 
in large galvanized garbage cans we were 
able to outwit the mice. 

The dictionary tells us that a technique 
is the special methods in which these ma- 
terials may be used to accomplish our pur- 
pose of creating a display to convey a par- 
ticular message. Each technique has its 
limitations and each can be adapted to suit 
a particular need. 

At least a half a dozen times a month 
someone brings something into our office. 
For the most part these are twists on old 
ideas. Sometimes, unfortunately, they are 
just old ideas without any twist. But occa- 
sionally something new and exciting does hit 
our desks or the desks of others of us in 
the industry and a new technique is born. 

Since so many of the units we create are 
new, our efforts may even extend into actual 
testing in the field. We frequently produce 
a pilot run of a display, supervise installa- 
tion and then gather reactions from retailers 
and customers to determine its value. Our 
responsibility with a display or display pro- 
gram begins with the design and develop- 
ment, continues through actual production 
and often does not end until after the dis- 
plays are installed in the field. 





Greneker Grants 
European License 


Greneker Mannequins, New York City, has 
granted the firm of Schaufenster-Werbe- 
dienst, Bruhne KG, Goch, Germany, a 
license to produce and sell Greneker manne- 
quins throughout Europe. 








SOURCE SERVICE 


If in any of the illustrations in DIS- 
PLAY WORLD you see some property. 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


1, and it will have prompt attention. 
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DISPLAY MAN 


Exclusive ladies’ and men’s 
specialty shop located in south 
Georgia, desires an expert- 
enced man_ especially well 
trained in trimming men’s win- 
dows. A permanent and attrac- 
tive position. Starting salary 
up to $125 a week. Paid vaca- 
tion and many other company 
benefits. 


Address Box 12CD 


Care of DISPLAY WORLD 
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The Buy of the Year! 
“THE STORY OF THE 
LITTLEST SNOWMAN” 

in 10 individual mechanical 
displays with an average size 
of ¥ long, 30” deep and 4 
high. Attractive narration with 
each section. Completely re- 
conditioned. 

Originally built for Macy’s, 
New York, at a cost of many 
thousands. Will sell for best 
offer. On display in store win- 
dows during December. 

BRIGHTS, Lansford, Pa. 











FOR SALE 


STIX, BAER & FULLER 
EXCITING WALK-THROUGH 


CHRISTMAS WINDOW 


You read about it on the front page of 
Women’s Wear, Friday, November | 3. 


Animations are by Silvestri. 
interiors were created in 
See the window in action in 


teriors and 


St. Louis. 


The ex- 


St. Louis during the holiday season. 
Can be altered to fit your corner window 
or can be adapted for auditorium use. 


Address 


‘irles to 


G. E. SATTERLEEL, Display Director 
Stix, Baer & Fuller, St. Louis 


or contact our New York AMC office 
during Market Week, PE 6-9800. 


REPRESENTATIVES 
WANTED 


For Patented, See-Through, 
Self-Covering Plastic Drawers 


If you are calling on Store 
Planning Managers or Owners 
—there’s big volume potential 
in these exclusive see-through 
sliding drawers. Easily in- 
stalled — inexpensive — dur- 
able. Needed in dozens of de- 
partments. Write, giving ter- 
ritory and background. 


Result Manufacturing, 
Inc. 


350 WEST 31ST STREET 
NEW YORK, N. Y. 














PARTNER WANTED 


for Display Business. Real oppor- 
tunity for right man. Display ex- 
perience essential. Write: 
CREST DISPLAY STUDIO 
217 No. Hermitage Ave. 
Trenton 8, N. J. 
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REPRESENTATIVE 
WANTED 


For State of New York 
by well known and well 
introduced West Coast 
company. 
Replies held strictly 
confidential. 


Address Box 12BC 


Care of DISPLAY WORLD 


WANTED 
EXPERT MANNEQUIN WIG MAKER 


for position as stylist and teacher with 
established firm — New York area. Won- 
derful opportunity. Apply by letter stating 


past experience. 


Address BOX 12DE 
Care of DISPLAY WORLD 


DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 











WANTED — SCULPTOR 


with ability and talent for high fashion figures; high salary; ex- 


cellent opportunity; permanent position. 


Write or phone: 


WOLF & VINE, INC. 


225 S. Los Angeles St. 


Los Angeles 12, Calif. 


Phone MAdison 6-4737 





Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 
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DISPLAY MAN 
WANTED 


Experienced shoe display man 
needed by one of America’s largest 
retail shoe corporations. Must be 
able to layout fresh window ideas, 
purchase window and store fixtures, 
etc. Must be willing to relocate. 
Send resume of experience and 
salary requirements to: 


Shoe Corporation of 


America 
c/o ARTHUR HEFFNER 
35 N. Fourth St., Columbus, Ohio 


WANTED — DISPLAY DESIGNER 


capable of designing and illustrating displays for itinerant pur- 
poses, largely in the wearing apparel field; top salary; permanent 


and attractiev position. 


225 S. Los Angeles St., Los Angeles 12, Calif. 


6-4737. 


Write or phone: WOLF & VINE, INC., 


Phone: MAdison 

















WILL BUY 
Used or Out of Use 
MANNEQUINS 
Ladies... Children er 


rite 
HERZBERG-ROBBINS, Inc. 
110 W. th St., New York 1, N. Y. 
PEnnsylvania 6-3585 








Will Sacrifice—Like new Printasign 
Our growth into multi-store opera- 
tion necessitates conversion of sign- 
shop equipment and disposal of A-1 
condition Printasign which cost 
$4,300. Ideal for dept. store, spe- 
cialty, men’s or variety store. Ad- 
dress all inquiries to: FROUG’S, 
316 S. Main, Tulsa 3, Okla. 








POSITION OPEN 


for display manager with taste 
and talent for excellent fashion 
and specialty store with three 
branches. West coast city. Real 


Many benefits. 


Address Box 12AB 


DISPLAY WORLD 


opportunity. 


Care of 
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FIXTURES AND DISPLAY 

FOR TOMORROW'S SELLING 
[Continued from page 88] 
phere which fits your particular operation. 
We also know, full-well, that the cost of 
fixturing must be realistic. We know that 
each of these important factors can be 
attained without standardization and the same- 
ness such as we have seen so frequently in 
stores ef tomorrow. 

Very frankly, there are a number of stores 
that have recently been opened where an ex- 
cellent job was done in utilizing a forward- 
thinking fixturing program, however, a very 
important step was missing which we think is 
a must for your store of tomorrow and that is 
proper signing, sizing, pricing and dis- 
play. Here once again is the point where the 
new concept of merchandising must come to 
the fore if your store of tomorrow is to suc- 
ceed. Your buyer and her departmental staff 
must have the equipment to properly size, price 
each individual item and they must have the 
fixtures and the area to do a good display job. 
| am sure that many of you would like to 
know what we believe the store of tomorrow 
should have as a standard fixture size in 
width and length. Very frankly, we know 
that different merchandise requires different 
width and length. Some departments should 
have fixtures which are 24 inches wide and 
the length will be determined by the area 
into which they are to go. Other departments 
and classifications of merchandise require fix- 
tures which are 30 inches wide or a combina- 
tion of 24 and 30 inches . . . again the length 
of the fixture can be adapted to the space 
available and the type of merchandise involved. 

We believe that the store of tomorrow will 
use assorted heights, width and lengths. Every 
store in addition to requiring the basic fixtures 
already mentioned require hang-racks, special- 
ized fixtures and featured displays. The store 


of tomorrow will gain its character through 


a variation in its fixturing and merchandising 
techniques. 

In closing may we point out these few 
additional specific thoughts ... one... your 
store of tomorrow will have departmental 
identification visible from the main traffic 
of your store . 

Two... at least 25 per cent of the square 
footage devoted to floor fixtures should be 
flat table for use of display and/or promotional 
selling. 

Three ... your store of tomorrow will have 
a change in pace because of colors, materials 
used, for your fixturing. 

Four ... less bowling alley aisles 
diversity of traffic. 

Your store of tomorrow, if it is to be suc- 
cessful, will depend on the proper use of the 
which you give to your department 
managers and their sales staffs. A true mer- 
chandising department must be _ established. 
The figure business should be returned to the 
comptroller and merchandising should become 
an on-the-floor presentation of merchandise 
for the consumer to see... select .. . and buy. 


aisles 


and more 


tools 


Excerpts from a speech made at the mid-year 
meeting of the smaller stores division of the 
National Retail Merchants Association. 


Cecelia Staples Hosts 
Home Fashions League 

Forty members of the National Home Fash- 
ions League, Inc., were guests of Cecelia 
Staples, Inc., at the Brooklyn factory, on the 
evening of November 12. These leaders in 
the decorative and interior arts included home 
furnishings editors of the major shelter maga- 
zines. The group was particularly interested 
in the Christmas windows being prepared for 
shipment to Lord & Taylor, New York City; 
Abraham & Straus, Brooklyn and Carson, 
Pirie & Scott, Chicago, as well as other 
numerous outdoor spectaculars being fashioned 
by the firm’s artists and designers. 


Chases’ Calendar 
Has 1960 Events 


Chases’ Calendar of Annual Events has 
been published for 1960 and contains special 
days, weeks and months to be celebrated 
during the coming year. It is a valuable 
source of firms and associations that supply 
display and promotional materials to support 
their causes. DISPLAY WORLD uses this 
booklet as a partial source of its Coming 
Up feature each month. Single copies sell 
for $1 each and are available from Apple 
Tree Press, 2322 Mallery street, Flint 4, 
Michigan. 


Nylon Film Marketed 
By U. S. Gasket Company 

Extruded nylon film in a variety of thick- 
nesses is currently being marketed by the 
United States Gasket Company, Plastics 
Division of The Garlock Packing Company. 
The new product possesses all of the chemi- 
cal, physical and mechanical properties of 
nylon, making it useful to a wide variety 
of industries. Displaymen might find deco- 
rative uses in a number of applications. 

For further information on nylon film and 
other extruded or molded plastic products, 
write to United States Gasket Company, 
Camden 1, N. J. 


Selectrovision Can Sell 
Around the Clock 


An automatic slide projector focusses full- 
color slides on a non-reflecting plastic screen 
enclosed in a portable cabinet to become a 
versatile selling tool called Selectrovision. 
It is marketed by Spindler & Sauppe, 2201 
Beverly boulevard, Los Angeles 57, Calif., 
widely known manufactures of slide pro- 
jectors. Sound can also be added to a 
presentation of slides with the addition of 
speakers to the cabinet. 
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Write for full details. The 
Full Sheet Signmaster is 
still more proof that Show- 
card Machines offer models 
for every need. 


Here you see the grown-up version of a Showcard Machine that was a big 
hit right from the start. 


The original Signmaster was built to be a speed demon. . . to turn out multiple 
cards faster and more economical than anything of its kind. It has proved so popular 
that we’ve taken the next logical step—a big brother Signmaster that handles 

all work up to a full 22” x 28” size. 


It has the same type of mechanical inking unit, the same instant pressure 
adjustment for varying card stocks, the same roller-lifting toggle that prevents 
blurring. It has the same silk-smooth operation. And it is a Showcard Machine 
through and through—same patented method of type setting, same freedom 

of layout, same cast steel construction backed by a 5-year guarantee. 
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928-C MERCHANDISE MART, CHICAGO 54. ILL. 
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Sking and Waterproofing Boat Hu/,, 


YES, you can use Acetone OF ME K (for indoor Use only) 
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Dries in 20 minutes... | -... 
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But... for just pennies more you can use our new Softener — ‘ 
milder in odor — easy on the hands — makes colloid treated {iy 


fabrics easier to handle. \ 
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B. W. FOUR STAR x« x * * ouroon uss. im 


EXTRA MILD SOFTENER 
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wT ewe ayes. - 


Contains special fungicides which prevent mildew, dry rot and bacterial action for 
4 displays under extreme weather conditions. 

) > / if you or your craftsmen are allergic to strong solvents such as Acetone or 
: M E K, PLAY IT SAFE. Use only B. W. Four Star extra mild Softener. 


DIP IT! DRAPE IT! SHAPE IT! 


) LIGHT WEIGHT #16 SINGLE WIDTH APPROX 16" $ .71 per yd. 
baa Ve LIGHT WEIGHT #16 FULL WIDTH APPROX 32" mo * 
ie Oe MEDIUM WEIGHT #45 SINGLE WIDTH APPROX 25" 1.47 
Bes MEDIUM WEIGHT #45 FULL WIDTH APPROX 50" 2.93 
HEAVY WEIGHT #115 SINGLE WIDTH APPROX 2414" 1.76 
HEAVY WEIGHT #115 FULL WIDTH APPROX 49" 3.52 


Also obtainable at 


dazian § inc. 


New York 36 Boston 16 Chicago 3 Dallas 1 Los Angeles 48 











MAHARAJAH "White Elephant" Specials 


@ Yards and yards of Celastic, all weights, at close-out 
prices. 

@ Huge stock of plastic jewels, stars and snowflakes. 

@ 100,000 4" Reindeer in five colors. 


@ Odd lots of ribbons, German imports, plus many 
other buys. 


COLLOID TREATED FasRic 
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156 7th AVENUE, 


= NEW YORK 11, N_Y. 
alters ig lom Algonquin 5-1500 










